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b pew in for a disappointment, too, if you plan your | 
California coverage without the Billion Dollar Valley 
of the Bees. For one thing, you'd miss a good share of 
California's population. There are a half-million more 
people in the Valley than in either of the metropolitan 
markets of San Francisco or Oakland. And you'd miss the 
Valley $214 Billion in buying power, which is more, for | 
example, than all of Connecticut’s.* 

Covering the Billion Dollar Valley is a job for strong 
local papers, because faraway Coast papers naturally 
have little appeal in inland California. You need The 
Sacramento Bee, The Modesto Bee and The Fresno Bee 
on your schedule. With those three McClatchy papers 
you reach far more valley people than with any other 
combination of papers. 


* Sales Management’s 1948 Copyrighted Survey 
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OF COTTAGE CHEESE 


' | Which, as one might say is a lot of cheese. The ad ran in 


The Detroit Free Press exclusively Friday, February 11, in 
| a space 3 col. x 43%”. 


‘4 Said the advertiser: 

” "Sales were far above expectations. Where our ordinary 

~s volume of cottage cheese averages about 3,900 pounds 

or per week ... for the week of February 7-12 with The Free 

- Press ad appearing on February 11, the total week’s 

lly volume reached a high of 10,450 pounds. And this... 

2 during a season when cottage cheese is normally a 

° ow se” Merchandise RIGHT 
Further comment on this performance is, we believe, quite ...You Can’t Miss 

7 superfluous. 


If you only brought in 
1% of the 425,000 


families who read The 


| The Detroit Free Press eee 


JOHN. S KNIGHT. PUBLISHER — 4,250 customers. 
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First 8 Months—1948 12 Months—1948 Last 4 Months—1948 


Chicago Tribune 26,966,809 Chicago Tribune... 42,681,608 Chicago Tribune... . 15,714,799 


Miami Herald. .... 22,881,082 New York Times. . . 35,073,418 MILWAUKEE JOURNAL 


14,545,769 


New York Times. .. .22,152,008 Miami Herald... .. .34,585,459 New York Times... . 12,921,410 
Detroit News 22,137,161 Baltimore Sun . 34,504,909 Baltimore Sun...... 12,751,272 
Baltimore Sun 21,753,637 Detroit News...... 34,402,949 Miami Herald... .. . 12,704,377 


Dallas Times-Herald 21,087,290 MILWAUKEE JOURNAL 34,329,926 New York News... . 12,675,876 


Philadelphia Inquirer. 20,640,268 Washington Star . . 33,085,982 Washington Star... 12,514,899 


Washington Star 20,571,083 Philadelphia Inquirer. 32,778,081 Detroit News _, 12,265,788 


Houston Chronicle. 20,436,204 Dallas Times-Herald . 32,598,237 Philadelphia Inquirer. 12,137,813 


New York News 19,816,241 New York News 32,429,117 ‘Houston Chronicle . . 11,926,107 


MILWAUKEE JOURNAL 19,784,157 Houston Chronicle. . 32,362,311 Dallas Times-Herald. 11,510,947 


From 11th place in August to 2nd in each of the last four 
months of 1948—that’s what happened to advertising volume in The Milwau- 
kee Journal when space rationing ended in September. Advertisers im- 
mediately returned to full schedules as they found the productiveness of more 
space. As a result, The Journal gained 3,556,202 lines in the four-month pe- 
riod over the same months in 1947, or more than 1) times the gain of the 
other Milwaukee newspaper. The uptrend not only continued but accelerated 
in January, 1949, when The Milwaukee Journal gain of 885,158 lines (43% ) 
exceeded the total linage of the second Milwaukee newspaper. The record 


volume and the quick comeback should make it easy for you to pick one of the 


prize advertising values of 1949. 
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NET FARM INCOME $665,979,000 


Number of Farms .......... 93,155 
Percentage Land in Farming... 97.6 
Average Acreage ......... 252.3 
Value of Land and Buildings . . $1,667,014,917. 


VALUE OF ALL NUMBER OF 
IMPLEMENTS and FARM AUTOS 
MACHINERY 104,817 


$174,545,910 


NUMBER OF 
FARM TRUCKS 


18,003 


> 


NUMBER OF 
FARM TRACTORS 


91,979 


. representative .. . 
the perfect combina- 


Diversified 
well-balanced : 
tion of an urban and rural community 


product and command complete cover- 
age of Sioux City and its entire trading 
area by telling your story in Sioux City’s 
newspapers ... and you can do it ata 
lower cost and with the assurance of 
greater returns. 


wrapped into one neat package. that’s 
the short short story of SIOUXLAND, 
the greater Sioux City market. Its self- 
contained economy is nourished by one 
of the richest farming regions in the 
world 


No other medium or combination 
of mediums cover this same area with 
anything like the completeness and 
thoroughness of Sioux City’s news- 
papers. 


You can instill confidence in your 


e Sioux City Sournal 
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Just when they need 
practically everything 


Street & Smith Publications, Inc. 
New York 17. 
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MADE MOISELLE’ Ss 


No dreamers. our friends above 


YOUNG MR. & MRS. are seeing their home as it 
will be soon... complete with rugs, tables, drapes, 
chairs, glassware . . . everything... 


YOUNG MR. & MRS. are starting from scratch 
on the biggest buying adventure of their lives. 
Starting — it’s important to note— with brand con- 
sciousness — but without brand prejudices. What 
you have to say is literally news to them! 


YOUNG MR. & MRS. are now combing the pages 
of LIVING for such news... LIVING—the one maga- 
zine exclusively devoted to the home-launching ac- 
tivities of over a quarter-million young couples. 
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(APPER’S FARMER ADVANTAGES! 


Mid-America is the best farm market on 
earth. Here are the biggest farms, the rich- 
est soil. Here are the highest farm incomes 
—and of late they’re higher than ever! Only 
fifteen states, yet they dominate dairying, 
monopolize meat production—they account 
for twice as much grain as all other states 
combined! 


To these same fifteen states goes 92% of Cap- 


per’s Farmer circulation. 


That’s concentration! Yet, even here, in 
this wealthiest of farm areas, Capper’s 
Farmer is selective. Its subscribers are the 
1,350,000 /eading farm families of Mid- 
America—in short, the market of markets! 

And this rich market is only one of the 
BIG 10 Capper’s Farmer advantages... 


CAPPER’S FARMER’S BIG TEN 
1. Largest rural publisher 
in America. 


2. Richest farm market in 
the world. 


3. Best coverage buy. 


4. Quality circulation. 


5.No mass small-town 
circulation. 


6. Farm-tested editorial 
material. 


7.Reader confidence. 


8. Merchandised editorial 
content. 


9. Market dominated 
by farmers. 


10. Most quoted farm magazine. 


only Cappers Farmer 


Topeka, Kansas 
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A Noice Cuppa Taye 


Some Englishmen, they say, have been weaning them- 
selves away from their national drink—tea—in favor of 
American java. But of course, you'll never completely 
pull an Englishman away from the idea that the best way 
to soothe the nerves, recover from a disappointment in 
love or warm the heart’s cockles is via a nice cup of tea, 


ducks. 


And the interesting paradox lies in the fact that a 
lot of Americans are embracing the tea habit. ‘Tea sales in 
the U.S. have been mounting steadily for a decade, and 
here in Manhattan there’s an alert outfit whose sole duty 
is to promote the cup that cheers. The outfit is the Tea 
Bureau, Inc. 


Recently, in New York City, Tea Bureau put on quite 
a show for the gentlemen of the Press. Hardened as we 
are to strong drink, a lot of us raised our eyebrows when 
we were bid, by fancy invitation, to a “tea party.’’ Most 
of us went along out of curiosity, for the invite said that 
honored guests would be the Ambassadors to the U. S. 
from the Netherlands, Pakistan, India and Ceylon. These 
august gentlemen represent countries which supply 85 
percent of America’s tea. Purpose of the tea party was 
to present the first official session of the U. S. Board of 
‘Tea Experts ever held north of Varick Street (tea head- 
quarters for the U. S.). 


‘The program began at four o’clock—standard time, in 
case you didn’t know, for formal tea parties to commence. 
Before tea was sampled and served, there was a “‘recep- 
tion” at which the gentlemen of the Fourth Estate found 
themselves clasping the hands of real, live Ambassadors. 
A couple of the dignitaries were overheard arguing 
politely over the merits of the teas grown in their respec- 
tive countries, but no voices were raised. Not at a tea 
party. 


Tea Bureau hired-in radio’s Allen Prescott to comment 
on the testing session and among those who participated 
in the festivities and the drinking (tea drinking) were 
Patricia Morison of “Kiss Me, Kate.’ She sat with the 
experts as a member-without-portfolio of the Board and 
caused one gentleman expert to murmur an invitation to 
come up and get her tea leaves read. 


The U. S. Board of Tea Experts, who met on this 
occasion for their 47th annual meeting, is the only body 
of its kind in the world. The Board is an outstanding ex- 
ample of voluntary business supervision. At the request of 
the trade (Tea drinking hit a low ebb when some un- 
scrupulous companies took to mixing inferior tea leaves 
with everything up to and including sawdust. ), Congress 
passed the Tea Inspection Act charging the Department 
of Agriculture to set up a group of tea experts to decide 
upon purity and quality standards for all tea to be im- 
ported into the U. S. Thanks to this Board, no country 
in the world consumes higher quality tea. Experts, in tea 
tasting, utilize all five of their senses except hearing. ‘They 
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AMBASSADORS .. . DIGNITARIES ... all sipping away at 
a cup of tea. Table in foreground is for tea tasting experts. 


look at it, feel it, smell it and taste it. The last order of 
testing, we reporters discovered, consist of a noisy 
“swoosh”’ which sprays the tea on the palate. The experts 
never swallow any of the tea. With so much tea to sample 
they'd drown in their own profession. 


Incidentally, ‘fea Bureau will send you its latest pro- 
motion piece, an attractive little booklet called, ““Tea For 
Two—Or Two Thousand.” Tells you how to make per- 
fect tea easily, how to select your own tea, and how to 
make Williamsburg Fruit Punch which we were con- 
fidentially told will make embalming fluid taste like 20- 
year old Scotch! 


FACTORY FINDER 


Felix Fantus has a flair for finding factory sites. He's 
the front man for the Fantus Factory Locating Service, 
New York and Chicago. It all began about 30 years ago 
when he wanted to find a suitable spot to locate his own 
plant. He ran into so many complications, so much stuff 
and nonsense, so many blind alleys and cross trails, that 
he conceived his present business. He’s getting along 
right well. He now has a corps of highly trained field 
men who are hard to fool. 


Asked how many factories he’d found homes for he 
replied, “We started to count up a few years ago. When 
we reached 1,100 we quit. Just say, a lot of them. 


One of the jobs he'll stop to talk about is the $21 
million layout of the Sperry Gyroscope Co., Lake Success, 
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ww... FOR YOUR SHORT HAUL OR LONG PULL 


IN AMERICA’S BIGGEST INLAND MARKET 


@ Here in Indiana, where people live as well as any in the world, 
The Indianapolis Star and The Indianapolis News plow a double 


deep furrow in a rich, productive land. 


( You may forget The Star’s 186,280 daily circulation, The News’s 171,646... | 
their combined daily and Sunday total of 46,403,968 advertising lines in 1948— 
) and that Indianapolis is a $2 billion-plus market. ( 


Just don’t forget that in Indiana lies a large, vigorous and still growing 
part of America, important to you. In it, The Star and The News are 


the dominant morning and afternoon newspapers. 


KELLY-SMITH COMPANY « NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR 


an 


THE INDIANAPOLIS NEWS 


N. Y., where, since the war, the United Nations has had 
its headquarters. The Fantus Factory Locating Service 
has done birddogging for scores of important companies, 
i. e., Aviation Corp., Bristol-Meyers, Brunswick-Balke- 
Collender Co., A. Atlee Burpee Co., Butterick Pattern 
Co., Carrier Corp., and down through the alphabet to 
Standard-Knapp Corp., Telautograph Co., and Wilson 
Sporting Goods Co. 


Mr. Fantus has had companies ask him to decide 
whether to locate a plant in New York, St. Louis or 
Bridgeport, Conn., or to advise them which would be 
best, Indianapolis, Louisville, St. Louis or Cincinnati. Or 
some company may give him a list of towns in Indiana 
such as Bremen, Garrett, Goshen, Plymouth, Rensselaer, 
Rochester and Warsaw and ask him, “Which?” 


Usually his men finetooth the locations and study as 
many as 36 attributes before coming up with the final 
suggestion. ‘hey’'ll study marketing problems, raw ma- 
terial problems, labor supply, freight service, the quality 
of local government and the basic nature of the people. 


They have strict orders to shy away from wining and 
dining, petting and pampering, and _ good-fellowship 
offered by Chamber of Commerce executives who will 
court them and paint glowing pictures while hiding some 
of the drawbacks. Fantus’s men have orders to get the 
real facts, assemble them, and report statistically on the 
favorable and unfavorable. ‘They may interview as many 
as 100 persons in a city or town before making up their 
minds and these respondents will comprise a cross-section 
of the populace—not merely those who are interested. 


CLL 


when WORTHINGTON mal 


States Ralph A. Travisano, Traffic Manager, Worth- 
ington Pump and Machinery Corporation, Harrison, 
N.J.: “We ship by CAPITAL AIRFREIGHT whenever 
our products are urgently required. There is no faster 
method of shipment, and from an economy standpoint 
we find CAPITAL AIRFREIGHT highly satisfactory.” 


With more than eight plants producing over one 
thousand varied industrial tools and machines Worth- 
ington Pump and Machinery Corporation has found it 
sound business to use CAPITAL AIRFREIGHT Overnight 
Delivery because vital operations continue... valuable 
time is saved . . . costs are held down . . . customers 
are satisfied. 

SERVING 70 


IMPORTANT CENTERS 


Mr. Fantus says that one of the dangers or sending the 
top executives of a company into a city to make a search 
for a factory site is that local smoothies are likely to get 
hold of them and country-club them, banquet them, soften 
them up with thick steaks and drinks and comeraderie, 


You need a specially trained staff with know-how and 
certain reserves and suspicions if you are to come up 


with the right answer, he points out. Fanfare and enthu- | 


siasm on the part of the local citizenry, he thinks, can be 


- 


coldly intended to undo calm judgment and that’s bad | 


when you've got important investment at stake. 


“In making a broad study,” he says, “we make a serious 
comparison between states, between cities, and surely be- 
tween marketing and distributing advantages.” 

° 

He says that he has pioneered the field and so far as he 
knows he has no rival for his unique sort of job. Some- 
times he is told to consider special circumstances. One 
outfit wanted a site “near good fishing.” Another may 
prefer a Swedish community “because Swedes are good 
metal workers.’’ One outfit may want to be near a big 
city; another distant from any big city. 


The Fantus Factory Locating Service has thousands of 
towns and cities card indexed for special values and re- 
quirements and, when you retain its services, you start 
with this special knowledge already in hand. The place 
may have population in any range from 2,000 up. You 
can get a quick check or a long one, with a great deal of 
research, for a fee. The fee will rate according to the job. 
Want to pick up and go somewhere? 


Whether it’s hairpins or heavy equipment CAPITAL 
AIRFREIGHT speeds your schedule .. . works for you 
overnight . . . gives you an extra profit potential. 
Investigate Overnight Delivery via CAPITAL AIR- 
FREIGHT . . . call your local CAPITAL representative 


. .. no obligation! 
, Capital 
ll AIRLINES 


National Airport, Washington 1, D.C. 


COMMERCE, INDUSTRY, RECREATION 
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In yachts—yes! But in advertising—no! 


For in advertising, unlike almost everything 
else, you do not have to pay more to get more. 

Agency service differs only in quality and 
scope—not in cost to the advertiser. 


YOUNG & RUBICAM, INC. 


Advertising * New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 


On some people, the travel business can’t make a cent—but 
most of us find time to get out and see the world. Yet 

millions of travel and vacation fans who rate the top of the 
prospect list for some resorts might just as well be chained 


to the old rockin’ chair as far as other resorts are concerned. 


For example: From only 10 of the 48 states come 86% of all 
the U.S. citizens who motor to Canada. Only six of the 48 send 
Cuba nearly two-thirds of hers. And 66% of the tourists 

who drive to fabulous California come from a mere 10 states, 


all but one west of the Mississippi. 


Nothing strange about it really. Travel is like every 

other business: its best markets are created by favoring 
conditions, whether distance, time or people’s tastes, whims 
or pocketbooks. Chances are your product’s markets vary 


just as strikingly. 


But in any market or markets you pick, the daily newspaper gets 
your story to all your prospects. And it enables you to tailor 
your promotion to potential—gives you full advantage of the 


all-important and timely fact that 


All Business Is Local 


m= Bwrece of AWvatising , oe 
American Newspaper Publishers Association, is in business to help you 


make your advertising more productive. Call or write us at 370 Lexington Ave., New York 17; 360 North Michigan Ave., Chicago 1, 


or 240 Montgomery St., San Francisco 4. Or ask for your copy of the newly revised booklet, “Services Available to Advertisers.” 


Sponsored by The Detroit News in the interest of more effective advertising. 
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and the comics? 


HERE are almost as many opinions about adult Amer- 
ica’s attitude toward the comics as there are adults. 

But the facts on this subject have been few! 

Now, for the first time, facts on this question are avail- 
able. Unbiased facts, comprehensive facts, revealing facts 
...assembled under the guidance of The Department of 
Communications in Education, New York University, and 
Stewart Dougall & Associates.: 

With these facts at hand, you can now 
know the reaction of adults to comics, their 
reasons for feeling as they do, their familiar- 
ity with various comics, the influence of chil- 
dren, education, income, age, sex and other ADULT AMER 
factors on attitudes towards the comics. Cc PUES in 

Significant highlights of this study are re- OMICS 
vealed in the first release ‘Adult America’s 
Interest in Comics,” a study of popular 
habits, attitudes and preferences related to 
comics and other media of communication. It 
can help you in appraising the comics as a 
medium for sales and social influence. It is 
yours for the asking. Simply write to: 


Read by More than 18,000,000 adults 
The Only NATIONAL Comic Weekly ...A Hearst Publication...63 Vesey St., N. Y., Hearst Bldg., Chicago 
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NATIONAL SAFETY COUNCIL 
HONORS WHO 
FOR THIRD CONSECUTIVE YEAR 


rs 
TH, 
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Colonel B. J. Palmer, (right), President of Central Broad- 
casting Co., accepting National Safety Council 


fward from 


Maynard Coe, in behalf of Station WHO. 


i 1948, as in 1947 and 1946, the 
National Safety Council gave WHO its 
highest Award of Honor “for distin- 
guished service to Safety.” 


Proudly we acknowledge both the 
honor, and the people who helped us 
winit'. . . the 12 WHO script writers, 
music arrangers and producers who 
wrote and directed 791 special farm 
safety features ranging up to half-hour 
shows ... the entire WHO staff who 
cooperated in broadcasting them. . . 
the 22 WHO farm advertisers who con- 
tributed time on their sponsored pro- 
grams ... the 130 Iowans who par- 
ticipated in farm safety programs .. . 
the state Safety officials who helped in 
so many ways... the 56 county 


organizations which enthusiastically 


supported WHO's Safety Week Contest. 


We acknowledge, too, the privilege of 
wielding 50,000 Watts, Clear Channel. 
in behalf of this and many other good 
causes in the public interest—among 
which we, as Americans, certainly in- 
clude the cause of helping to sell a vast 
volume of good American products, via 


radio. 


+ for lowa PLUS + 
Des Moines . . - 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 


National Representatives 
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NEWS REEL 


KARL H, FOESTEN 

Appointed sales manager of the Photographic De- 
partment of Remington Rand, Inc., was formerly 
sales promotion manager; he succeeds J. M. Migel. 


R. G. HAMANN 
Former general sales manager of the Electric Shaver 
Division, Remington Rand, Inc., is named manager 
of Chain Store Sales, Sylvania Electric Products Inc. 


WARREN CARROLL 


Appointed manager of Dealer and Department Store 
Sales of The Sherwin-Williams Co., will also con- 
tinue to direct Home Products Sales Division. 


E. H, DAVISON 


Formerly manager of the Heating Sales Division, he 
has been appointed general sales manager of Wil- 
liams Oil-O-Matic Division, Eureka Williams Corp. 


HENRY W, COLLINS 


Executive vice-president of The Celotex Corp., he 
has been elected a director of the firm, where he 
has served in sales and management since 1926. 


L. S. THEES 


Newly appointed general sales manager of the RCA 
Tube Department, RCA Victor Division, Radio Cor- 


poration of America; was equipment sales manager. 


EMERSON RADIO & PHONOGRAPH CORP.: 


Stanley M. Abrams (left), former sales promotion 
manager, is named sales manager, Television Divi- 
sion; Harold E. Karlsruher (right), eastern regional 
sales manager, now heads Home Radio Division. 
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Why three artists couldnt draw 
an Aard-Vark | 


One day this winter, we thought we’d 
make things hot for three top artists. 


We asked them to draw an animal 
described by that very complete au- 
thority, the Encyclopaedia Britannica: 


“The body is stout, with arched 
back; the limbs are short and stout, 
armed with strong, blunt claws; the 
ears long; and the tail thick at the 
base and tapering gradually. The 
elongated head is set on a short thick 
neck, and at the extremity of the 
snout is a disc in which the nostrils 
open. The mouth is small and tubu- 
lar, furnished with a long extensile 
tongue. A large individual measured 
6 ft., 8 in. In colour it is pale sandy 
or yellow, the hair being scanty and 
allowing the skin to show.”’ 


Our artists’ rather befuddled efforts are 
shown here. Now compare them with 
the Aard-Vark pictured at the right. 


It proves that even the most precise 
words do not convey an idea as graph- 
ically as a single picture. 


And that’s why it doesn’t take more 
than native animal intelligence to 
understand why a syndicated Sunday 
picture magazine like PARADE attracts 
about the highest readership of any- 
thing in print. Starch shows PARADE’s 
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smartly-edited, picture-packed pages 
get more readers per 100 copies than 
any other leading national magazine. 
Do the ads get high Starches, too? 
Yes, according to averages for all ads, 
PARADE delivers higher readership 
than any Weekly, Women’s, or other 
Syndicated Sunday Magazine. 


Which proves we stack up pretty 
well against competition. Can you say 
the same? 


You ought to he in pictures...in 


You may 
have 


PINS 

in all 
parts of 
the map... 


But only 


figures 
in any 
Single 
Sale! 


TYPICAL TRADING 
CENTER FOR 
FARM FAMILIES 


LE CENTER, MINNESOTA 
is typical of many hundreds of farm buying centers in 
the 8 Midwest states. 
Town Population 
Number of farms 
(within 15 mile trading area) 
Farm Population (within 15 miles) 
Midwest Farm Paper Subscribers 
Strong selling ammunition can be furnished your sales- 
men to show near-saturation coverage by Midwest Farm 
Papers in the home grounds of each of your local dealers. 
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Get LOCAL FARM IMPACT 


plus MASS FARM COVERAGE 


the MIDWEST UNIT WAYS | 


Your product may be “sold nationally” but it is always bought 
locally. This is particularly true in the farm field where soil, weather, 
crop adaptability and market activity all combine to make farming 
the most local of all modern business operations. That’s why each 
Midwest Farm Paper is independently owned and individually edited 
to fit its own local farming conditions. Farmers know and depend 
on their local Midwest Farm Paper and on the products displayed 
in its pages. For increased sales where sales are really made—at 
the local level—use the Midwest Farm Paper Unit to do your selling. 
Buy all five papers in one package at a substantial saving. One 
order, one bill, one plate. 


CALL YOUR LOCAL MIDWEST OFFICE: Recent studies show outstand- 
ing readership preference. Get the facts. Representative will be 
glad to call. 


Midwest offices at: 250 Park Avenue, New York * 59 East Madison 
Street, Chicago * 542 New Center Building, Detroit * Russ Building, 
San Francisco * 645 South Flower Street, Los Angeles 


DWEST 


NEBRASKA FARMER + PRAIRIE FARMER + THE FARMER + WALLACES’ 
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FARM & 1OWA HOMESTEAD ¢ WISCONSIN AGRICULTURIST AND FARMER 


product can be sold NATIONALLY 
only if it is bought LOCALLY! 


UNIT 


LOCAL EDITING! 
LOCAL READING! 


' LOCAL IMPACT! 


I Editor Tom Lead- 
ley born on Kansas 
farm. Graduated from 
Kansas State College 
in 1913 and immedi- 
ately joined Nebraska 
Farmer. Member and 
former president 
American Agricul- 
tural Editors’ Associ- 
ation. Owns Kansas 
farm. 


*) 

“~Editor Paul C. 
Johnson was raised on 
Minnesota livestock 
farm. Spent ten years 
as country newspaper 
editor. Taught agri- 
cultural journalism. 
Served as University 
of Minnesota Farm 
School editor. Joined 
Prairie Farmer,1947. 


{ 
\ 


} Editor Berry H. 
Akers was born ona 
Missouri farm. Spent 
early years in news- 
paper editorial work. 
Joined editorial staff 
of The Farmer in 
1916. Specializes in 
legislative and govern- 
mental actions affect- 
ing agriculture. 


f editor Donald R. 
Murphy has served on 
editorial staff since 
1919. Started Wallace- 
Homestead Poll, lead- 
er in estimating farm 
opinion on current 
issues. Chairman of 
the AgriculturalCom- 
mittee of the National 
Planning Ass’n. 


editor C. L. (Cy) 
Moffit was born ona 
dairy farm and has 
broad experience in 
farming. Did post- 
graduate work at 
University of Wiscon- 
sin. Coordinates copy, 
writes farm stories, 
represents paper in 
state affairs. 


Make this amazing 


FREE 


‘SCREEN TEST" 


Project your pictures on 
free sample of Radiant’s 
new “Million Mirror” 
screen fabric—and see 
pthe remarkable differ- 
_f ence it makes! 


See how millions of tiny glass mirrors, 
firmly imbedded in the pure white screen 
surface, make your pictures fairly glow 
with life! See what happens when light is 
reflected instead of absorbed! You will 
enjoy clearer, sharper black and whites— 
richer, brighter, more brilliant colors. Here 
is projection as real as life itself! The new 
1949 Radiant Screens have many unusual 
and exclusive features. Priced as low as 
$12.50! 


Write today and get absolutely FREE 


e@ Sample of new Radiant “Million Mirror” 
Screen Fabric *. . Test it with your own projec- 
tor and see for yourself the remarkable im- 
provement over any other projection surface. 
e Basic Film Source Directory —your handy 
Buide to hundreds of film sources. 


RADIANT MANUFACTURING CORP. 
1210 5S. Talman Ave., Chicago 8, Ill. 


CONCENTRATED 
COVERAGE 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


That's what you get—CONCENTRATED COVERAGE 
—din fact, you get ALL the coverage when you aclver- 
tise In THE BAYONNE TIMES. 99 85/100% of 
THD TIMES Net Paid Circulation is concentrated in 
the City of Bayonne—no other paper or combdnation 
of papers can sell BAYONNE. 93% Home Delivered. 


Send for the TIMES Market Data Book 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Madison Ave., New York 228 N. LaSalle St. Chicago 
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BY T. HARRY THOMPSON 


The date of this issue reminds me 
of a cut-caption I saved for comment: 
“The incident pictured is typical of 
the pattern of resistance to taxation 
which permeated all American colo- 
nial history.” Our ancestors were 
made of sterner stuff. 

— 

Just about everything has been 
said that can be said about high taxes 
and high prices, but the American 
Legion Magazine did the following 
jingle, spotted by Reader Dick Dick- 


son: 


Today, with everything 

So thinly sliced, 

And menu-prices priced 

The way they’re priced, 

A lucky man is one 

Of meager means, 

Who, in his youth, 

Was taught to relish beans. 


. 
In a shaker, it’s “a salt with intent 
to spill.” 
7 
Tch! Tech! Dep’t: Time is still 
spelling it ‘‘vocal chords.” 
cs 
“Sales-resistance: The power of 
mind over patter.” —Pipe Dreams. 


I’m never sure what they are say- 
ing, but it would seem that Cuba, 
too, is afflicted with the antiphonal 
commercial . . . you know, where the 
man takes one line and the woman 
takes the next, tossing the baloney 
back and forth like a ping-pong ball. 


Reader T. H. Monaghan, s.m. of 
Universal Concrete Pipe Co., Colum- 
bus, Ohio, asked me if I could add 
anything to the slogan they are now 
using (“We Drain the World”). I 
offered: “A Leader in the Under- 
ground Movement.” 


Ailurophiles may like to know that 
Roslyn, Pa., has a “Kute Kit Kat- 
tery.” 


“General Electric 


proudly an- 
nounces: More than 2 million in use 


10 years or longer!” Proudly . . 
with a faulty plural. 


. and 


Homer Smith reports Rep. Helen 
Douglas telling a Women’s Joint 
Congressional Committee: “We must 
avoid any more big busts!” She was 
commenting on prosperity, and not 
plunging necklines. 

os 


HEADLINE PARADE 


Beau Gesture.—Swank Jewelry. 
Comet—with an 
—Packard. 


You make it in a minute . . . the 
milk’s already in it!—Chox Instant 


economy tale! 


Chocolate. 

Summer cum laude  fabrics.— 
Burlington Mills. 

Thirst Choice. —Valley Forge 


Beer and Ram’s Head Ale. 


We had the most expensive 
icicles on the street!—Gold Bond 
Rock-W ool. 


Jim Morrow says there are two 
stages in life when you shouldn’t play 
the stock-market: 1. When you can’t 
afford it. 2. When you can. 


Don Lindsay says that, if he were 
a merchant stuck with a consignment 
of lingerie which nobody wanted to 
buy, he would advertise a “Clearance 
Sale of Undie-sirables.”” Undie-niably, 
Don. 


Speaking of being stuck, Stern’s of 
Philadelphia said this: ““Which came 


first—the chicken or the egg? 
Neither! Our chicken-fryer must 


have, because we have 14 fryers older 
than Adam. Stainless-steel and pain- 
less-priced. $1.88, reduced from 
$2.98.” 


Lorry Balza thinks it may be an 
oldie . . . the one about the farmer 
who put a radio in the barn, to let 
soft music encourage the cows to give 
with the milk. He went out one 
evening to find his prize ram hitting 
his head on the stone wall, in an ap- 
parent suicidal attempt. The farmer 
couldn’t figure out why, until he 
noticed the tune coming over the 
radio: “There'll Never Be Another 


Ewe.” 
7 


At the Poor Richard Banquet 
awhile back, I was given a copy of 
“No Place to Hide,” by David Brad- 
ley. It has to do with the atomic tests 
at Bikini, but the Mrs. figures it 
applies equally to us conservatives, 
now that Republicans are vying with 
Democrats in what Henry Hazlitt 
calls give-away programs. 
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Success 2a HOUSEHOLD Wore 


. More than 200 new accounts since new Household 
format! 


. Advertising revenue up almost a million dollars! 
. Household now in $2,500,000 to $3,000,000 class! 


. As much four-color advertising in one Household as 
used to run in six! 


. Circulation over 2,000,000! 


. Compare Household’s cost per page per 1,000— 
$2.40 for black and white, $3.20 for four colors! 


. Advertising revenue up more than 35% in 1948 
over 1947! 


> 


all 
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CIICE 


with 
whole families 


This scene is typical. The whole 
family working together, using House- 
hold as a guide. 


For Household is a whole-family maga- 
zine—appealing to Pop, Mom, and kids 
alike. 


Then, too, Household hits straight at 
the big-family market—small cities and 
towns. (Big? Household parents aver- 
age over two children per family!) 


Most important to you, these are buying 
families—they have more to buy with 
than ever before. And Household spurs 
their buying ... with Idea-Planned edi- 
torial features... more than 255 “buy- 
ideas” per issue! 


Add ’em up—family interest, family size, 
family buying power—and you get fam- 
ily influence that counts. Count on 
Household! 


Capper Publications, Inc., Topeka, Kansas 


SKHOLD 


a magazine of action for small cities and Toms 
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The biggest trouble 
with one word 

© leading to another is 

"> that it usually ends 
| - up in a speech. 


Clutomozve DIGEST ....... 


But one sales message 
after another ends up in increased 
sales and and when they appear in 


First in circulation 
First in reader response 


Over 100,000 Paid Circulation---Largest in the Industry 


“No. 17 PLAIN 
“HORSE SENSE” 


WORKHORSE” 


\ of Automotive Publicationsy 


First in cailicatites | 


22 EAST 12th STREET 
CINCINNATI, OHIO 


¢ 
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THIS BOOK TELLS: 


* Preparation and train- 
ing for a sales career, 


* How to appraise cus- 
tomers and their 
equipment needs. 


* How effective speech 
helps. 


* How to make adver- 
tising work, 


| 

| 

| 

| 

| 

| 

| 

i 

| 

| * How to keep records 
| and allocate working 
| time. 

| * How to create inter- 
| est — dramatize the 
| sale. 


* How to handle price 


objections; how to 


close sales. 


* How to 
| dealer. 


become a 


o HOW TO SELL HOME EQUIPMENT 


By Pat Monaghan, executive with The Hotpoint Co. 
With Foreword by Philip Salisbury, Editor Sales Management 


$H00 A training course within covers. Big stress on 


the human side of selling. Helps salesmen in- 
crease their earnings by proper use of tested 
principles of customer approach—sale dram- 
atization—forceful closing. Begins where pro- 
duct knowledge leaves off. Complete section 
for those who want to become dealers. $5.00 
single copy. Discount on quantities. 


CLIP AND MAIL THIS COUPON TODAY! 


Fairchild Publications, Inc. 
7 East 12th St., N. Y. 3, N. Y. 


Send me —— copies "How to Sell Home Ecauipment'’ by 
Pat Monaghan at $5 each. 
$ 


— enclosed (Add 2% tax in N.Y.C.) (We pay post- 
age on prepaid orders). 


C] Send C.0.D. (Plus mailing charges). 
C) Bill us $5 plus mailing charges. 


Name 
Firm 
Address 


City & State 
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Milton Berle 


material 
and over on television, but two of his 


uses over 
best quips are: “The family told my 
brother to learn a trade, so we'll 
know what kind of work he is out of” 


and ‘““That guy has money he hasn't 
even folded yet.” 
se 
Add Similes: ‘As cheeky as a 


driver making a left turn.” 


Dud Kellogg says a group of news- 
men were taken for a ride on Gulf 
Oil’s new “swamp-bug,” developed 
by R. J. S. Pigott, chief engineer, 
for exploration of impassable terrain. 
Two miles out and several days’ walk 
from hard gound, the newsmen 
asked Pigott how he’d get them back 
if his 8-foot, balloon-tired machine 
broke down. Pigott said: “That's 
easy. We'd just radio the office to 
send out another swamp-bug and tow 
us in.” Inquiring reporter: “But has 


Gulf got another one?” Pigott: 
“Damn it, no!” 
e 
We copywriters never were a 


modest lot, so it is no surprise to get 
this piece of direct-mail by a com- 
peting free-lancer, forwarded by a 
friend of mine in the printing busi- 
ness : 
For RENT: 
One Creative Mind 


Yes, a highly trained mind hav- 
ing a tremendous capacity to create 
sales-letters and folders that are 
true masterpieces. 


Yes, sales-literature that actually 
suggests with words and sounds the 
client’s product . . . whether it be 
a metallic sound for your industrial 
account or delicate and fragrant 
copy for your florist. 


One cannot help but fall in love, 
embrace and trust the thoughts cre- 
ated in literature produced by this 
highly sensitive mind. Imagination 
that gives copy a personality. 


Yes, within this healthy mass of 
cells lies advertising genius that 
can be worth thousands to a pro- 
gressive advertising executive or 
printer. Years of experience in re- 
search, psychology, and advertising. 


Although partially occupied with 
active accounts, I will rent this 
powerful force on a_ free-lance 
basis. Oh, yes; it has one obsession: 
Writing magnetic copy that sells! 


Kindly contact representative: 


Howarp E, TAYLor 
52 N. Frazier Street 
Philadelphia, Penna. 


To his credit, though, my local 
competitor did refrain from offering 
“Taylor-made_ideas.”’ Advertising 
genius would never stoop to such 
commonplaces as the paragram. 
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ACEH Research (or newspaper checking) 


is a Raw Material from which 


If your product is one which a retailer is 


advertising in his local daily newspapers, . 


you should know about and use ACB 
Research Services. 

These ACB weekly or monthly reports mul- 
tiply management’s capacity to follow the 
activities of dealers—your own and com- 
petitive. They point out the merchants who 
are pushing your brand and those who 
merely “‘carry”’ it. 

If dealers advertise your brand, ACB will 
keep you abreast of all developments. . . 
tell you what sizes, models, prices, etc. are 
being featured and then compares this ad- 
vertising effort with that of competing 


dealers. You also receive all details of national 
releases by competing manufacturers. 
Newspaper advertising is a most efficient 
form of advertising. It is flexible. It is local. 
It is personalized by your dealer’s signature. 
It is the advertising on which retailers thrive 
and grow. 

ACB Newspaper Research takes the daily 
newspaper advertising appearing in 1,393 
localities and compiles that part of it in 
which you are interested into one clear, 
coherent picture that you can understand at 
a glance, or if you prefer, ACB can supply 
you with tear sheets of each dealer 
advertisement. 


Ask for our 24-page free booklet which describes the several services which ACB offers 


ADVERTISING 


CHECKING BUREAU 


NEW YORK (16), 79 Madison Ave. +« CHICAGO (5), 538 So. Clark St.» MEMPHIS (3), 161 Jefferson St. >» SAN FRANCISCO (5), 16 First St. 
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The secret that 999 


ple discovered... 


HOWN on the left is the formula that blew a lot of adver- 
S tising shibboleths sky high. It made money last year for 
999 HOLIDAY advertisers. 

Not so many years ago, such a formula would have been 
pure hypothesis. The theory was then that there were only two 
types of magazine—mass and class. You paid your money, and 
you took your choice. No magazine could give you both. 

For the last few years this theory’s been on the way out. 
Several mass magazines have built up large circulations with 
a fair percentage of high-income families. But it remained for 
HOLIDAY to deal it the death blow. 

Today, only three years old, HOLIDAY at fifty cents a copy 
has passed 820,000. It has reached this mass circulation faster 
than any other magazine selling for thirty-five cents and over. 
(Each copy is read by every member of the family as well as 
by friends—total readership is well up in the millions.) 


Is the class there? Not only do HOLIDAY families have a 
higher average income than those of any mass magazine. They 
have more $10,000-and-over incomes than the readers of any 


class magazine. 


And when you multiply mass by class you get response. 
More and more advertisers are learning this secret. That’s why 
HOLIDAY’s advertising revenue for the first quarter of 1949 is 
up 65 per cent over the record set in “48. Ask any one of 
the 999 advertisers who used HOLIDAY last year to tell you 
about HOLIDAY’s astonishing ability to sell goods. Or ask a 
HOLIDAY representative for documentation. 


“MASS CLASS 


THE CURTIS PUBLISHING CO. - INDEPENDENCE SQUARE - PHILADELPHIA, PA. 


HOLIDAY 
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To make sales tick in Chicago, get a close-up of the big 


part of Chicago that’s yours in the Herald-American. 


; 
For example, if the main-spring of your business is selling to 
women, notice how perfectly the Chicago Herald-American 


is geared to your market! 


So that you can see exactly who your ady ertising reaches and 
sells. the Herald-American offers a complete break-down of 


its readership showing age, sex, family status and employment. 


HERE IS A CLOSE-UP OF THE CHICAGO HERALD-AMERICAN’S BIG WOMEN’S MARKET 


SUNDAY 


EVENING 


*757,750 Women in Metropolitan Chicago read the *1,000,401 Women in Metropolitan Chicago read the Sunday 
HERALD-AMERICAN. Herald-American. 
} 38.8% of ALL women in Metropolitan Chicago 51.3% of ALL women in Metropolitan Chicago read 
é read the Herald-American (15 years of the Sunday Herald-American (15 years of age 
‘ age and over). and over). 
43.5% of ALL WIVES in Metropolitan Chicago 54% of ALL WIVES in Metropolitan Chicago read the 
read the Herald-American. Sunday Herald-American. 


These figures are from a recent survey made by Alfred Politz Research Inc., which shows that Chicago Herald-American women readers 
are younger, buy for larger households, and live in homes having a higher median rent than the average for Metropolitan Chicago. 
For a close-up of the big part of Chicago that can be yours. write for a copy of “Characteristics of Chicago Herald-American Readers.” 


_ 
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New York Has 
Spring Fever! 


If you are Manhattan-bound on busi- 
ness or pleasure this month remember 
it’s Spring. Take time to notice that 
while crocuses are dancing in country 
gardens New York gets Spring Fever 
in its own wonderful way. 


The carousel in Central Park starts to 
sing again. French cafes get sentimental 
about Paris, set tables on 
the sidewalks under gay 
— Spring Flowers? 
Giddy crowds of them, at 
the National Flower Show! 
And if Spring makes you think of sham- 
rocks, begorrah you'll be proud to sec 
the marching Irish take over Fifth 
Avenue on old St. Patrick’s Day. There’s 
music in the air at Carnegie Hall— 
everything from Bach to be- bop—and 
all along Broadw ay, more music vals than 
ry we've seen in years. Your 
own Leading Lady may ex- 
plore the bustling shops, 
discover the wonderful 
Spring Bonnet that will 
make you the proudest fellow in the 
Easter Parade. 


You won't want to miss a zestful min- 
ute of New York at this season— that’s 
why you'll stay at the Hotel New 
Yorker, right in the heart of this mar- 
velous springtime city. The New Yorker 
has its special case of Spring Fever, too 
—you'll notice it in the sprightly ser- 
vice, the courteous smiles, the savory 
taste of that elegant food, and the 
Spring-cleanliness of even our most 
modest accommodations. 
You'll get plenty of sun- 
shine and fresh Spring air 
—every room is an outside 
room at the New Yorker. 
No April Fooling—those New Coles 


extras don’t cost extra! 


Whether you come on Urgent Busi- 
ness, or out of just plain wanderlust, 
you'll enjoy New York more at the New 
Yorker. Send today for our Springtime 
Calendar of Events—it’s free! 


P.S. Did you know many of our rooms 
have television? Ask for one when you 
send in your reservation. 


Hotel 


NEW YORKER 


Frank L. Andrews, President 
2500 Rooms + Tunnel Direct to Penn. Station 
34th Street at Eighth Avenue, New York 1, N.Y. 
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Two-Year Moratorium 
On Delivered Price Cases 


One of the biggest headaches of 
the year—what will be done about 
the confusing basing point delivered 
price issue—is all but settled. 

Here is what Senate and House 
leaders in charge of the proposed 
legislation have agreed upon: They 
will press for immediate passage of 
a bill declaring a moratorium until 
July 1, 1950, on Federal prosecution 
of “delivered price” selling system 
cases. (This is H.R. 2222 by Rep. 
Walter, D., Pa., and S. 1008 by Sen. 
Myers, D., Pa.) The moratorium 
will not apply to any cases in the 
courts prior to March 1, 1949. This 
bill has been reported out favorably 
by the House Judiciary Committee 
and will be sponsored on the floor 
soon by its chairman, Rep. Emanuel 
Celler (D., N. Y.). 

Meanwhile, the ‘‘permanent”  bas- 
ing point bill has developed into a 
long-range proposition scheduled for 
further hearings and extended de- 
bate. The Department of Justice, 
keen for an overhauling of anti-trust 
laws, has come into the picture and 
will recommend amendments. 

The bill (S. 236) sponsored by 
Sen. Ed C. Johnson (D., Colo.) 
chairman of the Interstate Com- 
merce Committee, to allow the ab- 
sorption of freight where products 
compete in distant markets, has been 
approved by that committee, as has 
the moratorium bill. 

It has now been referred fo the 
Senate Judiciary Committee under 
chairmanship of Sen. Pat McCarran 
(D., Nev.), because that committee 
has jurisdiction over Anti-Trust, 
Clayton, and Robinson-Patman Act 
matters. Johnson’s proposals merely 
amend the Federal Trade Commis- 
sion Act. McCarran is in the midst 
of conferences with the Justice De- 
partment’s Anti-Trust Division on 
Clayton Act amendments. The Con- 
gressional leaders believe they will 
wind up with a comprehensive bill 
which will end all confusion over 
basing point practice. 


Another Court Decision 
eaves Questions Unanswered 
While the Walter-Myers mora- 
torium bills would leave all firms 
free to use delivered pricing so long 


as conspiracy does not exist, another 
decision by the Supreme Court fails 
to settle the question of how con- 
spiracy is to be defined. 

The Supreme Court upheld an 
FTC ruling that 41 book paper 
manufacturers, representing 80% of 
the industry’s capacity, are guilty of 
restraining price competition. FTC 
ordered the manufacturers in 1945 
to desist from any concerted plan of 
price-fixing and exchanging price lists 
or using uniform sale forms. Com- 
plaint was first issued in 1939 against 
a price system adopted by the firms’ 
trade association set up in 1933 
under the old National Industrial 
Recovery program. 

The manufacturers claimed FTC 
failed to prove existence of any agree- 
ment to maintain uniform prices and 
that FTC ignored evidence that the 
prices would have existed in a “free 
market.” ‘The Supreme Court re- 
fused to review the case, thus ac- 
cepting FTC’s claim that a con- 
spiracy existed. 

The court, however, will soon hear 
argument in the rigid steel conduit 
case and a ruling which may come 
down before the summer recess 
should help to clear up this point 
in a comparable case. 


Salesmen Push for 
Inclusion in Two Laws 


Commission or “outside” salesmen 
are pushing hard to obtain benefits 
under two laws now coming up for 
modification in Congress. 

Section 409 of the Administration’s 
Social Security Bill (H.R. 2893) 
would repeal the so-called Gearhart 
resolution of the 80th Congress, thus 
bringing some thousands of commis- 
sion salesmen, independent contrac- 
tors, etc., under Social Security and 
requiring payroll deductions from 
firms for whom they do business. 
(History of the Gearhart resolution 
and efforts of the Treasury Depart- 
ment to bring salesmen under Social 
Security by special regulation were 
reviewed in this department June 15, 
1948.) 

Sparked by the National Council 
of Salesmen’s Organizations, 80 
West Fortieth St., N. Y., salesmen 
also are seeking to be placed under 
provisions of the Federal Wage and 
Hour Law. Their campaign is di- 
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SMALL TALK 

SMALL ADS can produce big sales. Their economy of 
space permits greater frequency——lets more people 
see the message more often, possibly at the very 
moment they feel the need for the product. These 
Bromo—Seltzer ads are the result of extensive test— 
ing of headline, copy, art and layout techniques. 
They stand out in Sunday supplements and magazines 
to do a man—sized selling job for Emerson Drug Co. 
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Regardless of Conditions 
OM & BRAND 
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SUNDAY SUPPLEMENT advertising can be made to pay 
its own way while doing a long-haul job of estab-— 
lishing a brand preference. Every other week, 
Western Auto Supply Co., BBDO Los Angeles client, 
Tuns four-color pages in Pacific Coast Edition of 
The American Weekly. They're merchandised with 
blow-ups for windows and interiors. One such ad 
Tang up two months' average sales in eight days. 
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BATTEN, BARTON. DURSTINE & OSBORN, Ine. 
Advertising 


NEW YORK * BOSTON * BUFFALO * CHICAGO * CLEVELAND °* PITTSBURGH 


MINNEAPOLIS * SAN FRANCISCO * HOLLYWOOD ¢* LOS ANGELES ¢* DETROIT 


advertising art, this Cling Peach Advisory Board 
advertisement received a medal award for "Best 
Color Photography." (Of thirty—three awards, six 
were made for work done by BBDO San Francisco—— 
more than were won by any other agency.) This ad 
also won "medal" results in helping California 
cling peach sales reach an all-time high in 1948. 


LUCKY LEVEL Xie 


THE WELL-KNOWN CHANT of the tobacco auctioneer 
has been set to music in this new Lucky Strike 
jingle—"Feeling low? Feeling tense? These eight 
words are common sense: 'Smoke a Lucky to feel 
your level best...Smoke a Lucky to feel your 
level best.'" Now being heard on two network 
radio shows, the tune is effectively helping to 
put across the current "Lucky Level" theme. 
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If you want to sell prospective 


Hime Cunes 


it’s smart merchandising to 
merchandise your products through 


Home Cunes 


CATALOGS 


HOME OWNERS’ CATALOGS is your 
direct path to qualified prospects. It 
is a proven merchandising method 
for putting complete information 
about your product or service in a 
permanent reference volume sent to 
qualified home planners—at just the 
time when they are planning their 


new homes. 


How TRUSCON 
found out... 


Putting consumer literature in HOME OWN- 
ERS’ CATALOGS really makes sales! You'll 
find definite proof in the results of a recent 
check-up among 477 families who received 
HOME OWNERS CATALOGS, This survey 
showed... 


41.7% 


were influenced 
to BUY - 


on the strength of the complete selling 
information brought to them the HOME 
OWNERS CATALOGS way. This ‘““Truscon 
Steel Window Survey”’ is but one of scores 
of case histories in our files, showing the 
powerful influence of HOME OWNERS’ 
CATALOGS in MAKING SALEs to home-plan- 
ning families, Ask us to show you the 
figures. 


Home Chunes 
CATALOGS 


A Catalog Distribution Service of 
F. W. DODGE CORPORATION 
119 West 40th St., New York 18, N. Y. 


rected principally at Rep. John 
Lesinski (D., Mich.), chairman of 
the Education and Labor Committee 
and Sen. Elbert D. Thomas (D,, 
Utah), chairman of the Labor and 
Public Welfare Committee. 


Government Figures Auto 
Cost at 3.5 Cents Per Mile 


The Bureau of the Budget has 
come ‘up with a report which will 
interest all firms maintaining fleets 
of automobiles. In a report to Con- 
gress, the Bureau said it cost the Gov- 
ernment 3.5 cents per mile to oper- 
ate its automobiles during the fiscal 
year ended last June 30. 

The Government’s 80,000 motor 
vehicles operated by civilian agencies 
used some 65 million gallons of 
gasoline at 14.4 miles to the gallon. 
Average car was driven 8,897 miles 
during the year. The ordinary sales- 
man, however, doesn’t get the benefit 
of bulk purchases nor free garage 
space, and accordingly the Govern- 
ment figures are not completely real- 
istic for purposes of comparison. 

Copies are available from Bureau 
of the Budget Information Office, 
Room 247, Old State Bldg., Wash- 


ington. 


Short Notes on 
Washington Developments 


Bureau of Labor Statistics has 
worked out plans to modernize its 
cost-of-living index, which is now 
based on 1934-36 buying but leaves 
out prices of such items as frozen 
foods, cost and operation of mechani- 
cal refrigerators, and changes in eat- 
ing, clothing and living habits. 
Department of Commerce has estab- 
lished a Wholesale Trade Advisory 
Committee to confer on the needs of 
the wholesale trades for Government 
services, statistics and research pro- 
grams. It will work with H. B. 
McCoy, director of the Office of 
Domestic Commerce. Federal 
Trade Commission has ordered a 
public hearing for March 24 on the 
proposed trade practice code for the 
cosmetics industry, which met stiff 
opposition during hearings last month. 
(Note: This code reviewed here 
February 15.) . .. The Senate Bank- 
ing Committee has scheduled hearings 
later this month on a resolution by 
its chairman, Burnet R. Maybank 
(D., S. C.), calling for an investi- 
gation of the difference between 
wholesale prices of food and manu- 
factured goods, and prices paid by 
consumers. The compromise 
housing bill now before Congress pro- 
vides for a housing census to be made 


with the decennial population count 
in 1950. 
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A Better and Better Buy 


Circulation Guarantee..... Jan., 1948... 300,000. . .rdvertising $2400 


rate per page 


Circulation Guarantee. ....May, 1948... 350,000. . . advertising 


rate per page 


Average Circulation assured for 1949... 375,000. . . advertising 


rate per pag 


No increase in advertising rates is contemplated for 1949 


U.S.News & World Report 


WASHINGTON 


* USEFUL NEWS FOR IMPORTANT PEOPLE 


rowledge is Pow 


) 
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BOOTH 


GRAND RAPIDS PRESS - FLINT JOURNAL - 


Advertising Agency: 
William Esty Agency 


F-A-B spells out Colgate’s new suds product 
for those family dishes and clothes. It also 
spells out Fast Action through BOOTH ... 
and that’s the kind of action FAB got in 
Michigan: fast consumer acceptance, fast 
sales action, fast dealer stock-ups and turn- 
over. For fast, concentrated market accept- 
ance in Michigan, FAB scheduled all eight 
Booth Michigan Newspapers. 

Got a new product you'd like to intro- 
duce in this big Michigan Market? Your 
quickest, surest, most economical way is 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


through the eight Booth Michigan News- 
papers. It’s your opportunity to sell through 
386,630 individual messages daily! You 
miss half of your Michigan market if you’re 
not in Booth Michigan Newspapers. 


For specific data on Booth Michigan Markets, 
call or write: 


The John E. Lutz Co., 435 N. Michigan Ave., 
Chicago 11 


Dan A. Carroll, 110 E. 42nd Street, 
New York City 17 
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NEWSPAPERS 


KALAMAZOO GAZETTE - SAGINAW NEWS 
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Albany, N. Y. 
Augusta, Maine 
Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho . 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N. C. 


Chattanooga, Tenn. 


Chicago, Ill. 
Cincinnati, Ohio 


Cleveland, Ohio 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, Iowa 
Detroit, Mich. 
Fresno, Calif. ; 
Hartford, Conn. . 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. 
Lincoln, Neb. .. 
Little Rock, Ark. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. . . 
Milwaukee, Wis. 


Minneapolis, Minn. . 


Nashville, Tenn. . 
New Haven, Conn. 
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YOUR OXFORD PAPE 


W. H. Smith Paper Corp. 
Carter, Rice & Co. Corp. 

. . The Mudge Paper Co. 
. Wilcox-Walter- Furlong Paper Co. 
. Blake, Moffitt & Towne 

Carter, Rice & Co. Corp. 

. Franklin-Cowan Paper Co. 
Caskie Paper Co., Inc. 
Bond-Sanders Paper Co. 

. Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Johnston Paper Co. 

The Whitaker Paper Co. 

. The Cleveland Paper Co. 

: Scioto Paper Co. 
Cincinnati Cordage Co. 

The Whitaker Paper Co. 

. Bermingham & Prosser Co. 
Chope Stevens Paper Co. 

oe Blake, Moffitt & Towne 
. Green & Low Paper Co., Inc. 
MacCollum Paper Co. 

. Jacksonville Paper Co. 

. Bermingham & Prosser Co. 

. Bermingham & Prosser Co. 

. Western Newspaper Union 

; Roach Paper Co. 

Blake, Moffitt & Towne 
Louisville Paper Co. 

Caskie Paper Co., Inc. 

C. H. Robinson Co. 

Louisville Paper Co. 

Everglades Paper Co. 

- Allman- Christiansen Paper Co. 
Sensenbrenner Paper Co. 
Wilcox-Mosher-Leffholm Co. 

. | Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Inc. 


RCHANT 


I: 


1 COOD AN 


New York, N. Y. 


Oakland, Calif. 
Omaha, Neb. ; 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portland, Ore. 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 


St. Louis, Mo. 


St. Paul, Minn. 
Salem, Ore. . 

Salt Lake City, Utah 
San Diego, Calif. 
San Francisco, Calif. 
San Jose, Calif. 
Seattle, Wash. 
Sioux City, Iowa . 
Spokane, Wash. 
Springfield, Mass. 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 
Tucson, Ariz. ‘ 
Washington, D. C. 
Worcester, Mass. 


TO 


KNOW 


. . Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 

. Blake, Moffitt & Towne 

. Western Newspaper Union 
. . Atlantic Paper Co. 
Wilcox. Walter-Furlong Paper Co. 
. Blake, Moffitt & Towne 
General Paper Corp. 

. .C.H. Robinson Co. 

. Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 

. Cauthorne Paper Co. 
Genesee Valley Paper Co. 

. Blake, Moffitt & Towne 

, Bermingham & Prosser Co. 
Shaughnessy. Kniep-Hawe Paper Co. 
Tobey Fine Papers, Inc. 
Inter-City Paper Co. 

. Blake, Moffitt & Towne 

. Western Newspaper Union 
. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Western Newspaper Union 
. Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Mill Brand Papers, Inc. 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

; Tampa Paper Co. 

. Paper Merchants, Inc. 

. Blake, Moffitt & Towne 
The Mudge Paper Co. 
Carter, Rice & Co. Corp. 


OXFORD PAPER COMPANY, 230 PARK AVENUE, NEW YORK 17, N. Y. 
OXFORD MIAMI PAPER COMPANY, 35 EAST WACKER DRIVE, CHICAGO 1, ILL. 
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NOR THE POWER OF THE MAGAZINE THAT ATTRACTS MORE WOMEN BUYERS 


AND MORE ADVERTISING DOLLARS PER ISSUE THAN ANY OTHER PUBLICATION 


ost" JOURNAL 
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SIGNIFICANT TRENDS 


As seen by the editor of SALES MANAGEMENT for the fortnight ending March 15, 1949 


THE SALESMAN'S MARKET 


I like the term developed by Raymond Cosgrove ot 
AVCO Manufacturing Corp. in describing today’s mar- 
ket. “We in AVCO are calling it a salesman’s market. 
There is no lack of business for salesmen who will go 
after it the right way. Some people seem to be confusing 
the return to competition with a drying up of consumer 
needs. 


“New homes by the millions, new families, wide re- 
placement necessities, and a high level of jobs and wages 
make a good potential market.” 


Apparently it’s supposed to be news when a salesman 
is hired. ‘The Associated Press a couple of weeks ago 
carried a dispatch as follows: “Signs of changing times— 
A Mobile automobile dealer placed an order with the 
Alabama State Employment Service Wednesday for two 
salesmen to sell new cars. Office Manager Stainback 
said it was the first such order received since the war 
started.” 


J. C. Aspley thinks that a lot of salesmen are too com- 
placent about business because their volume in terms of 
dollar sales, as compared with pre-war, is high. Actually, 
if volume were stated in units their sales wouldn’t look 
so good. “Salesmen are no different from most of us, 
they just haven’t adjusted their sights to the new level.” 


MAKING YOUR BIGGEST SALE 


Somewhere the other day I read a “How” 
how to operate under today’s conditions. 
executive recommended this formula: 


piece on 
The successful 


Maintain financial cautiousness 
Adopt selling aggressiveness 


That sounds fine, except for the fact that usually there 
is a “but” tied in with the two things. 


The average man who watches most closely over the 
profit and loss sheet will say that he believes in sales 
aggressiveness, but, ‘We have to cut expenses, and that 
includes the sales department as well as other divisions.” 


So selling, with its handmaidens, promotion and ad- 
vertising, gets a slash at the very time that more selling 
aggressiveness is required. If you have that problem, 
did you make the most effective use of the splendid article 
in the December 15, 1948 issue of SALES MANAGEMENT, 
by L. T. White of Cities Service Co., called, “Your 
Biggest Sale: Management’s ‘O.K.’- On the Sales 
Budget” ? 


Several people told me that it was the most helpful 
article they found in SM _ during the ¢iitire year. They, 
too, have brass hats who don’t realize that sales have to 
be manufactured, just as products are manufactured, 
that in the factory the production process is accomplished 
by men and machines, and that in sales it must be ac- 
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complished by men, machines (what we call sales tools, 
and they include advertising media), and management. 


There’s no logic in making a willing investment in a 
machine tool which will cut the cost of production Ilc 
per unit, Mr. White argues, and at the same time with- 
holding investments for consumer research which might 
cut the cost of selling llc per unit. 


Mr. White can tell you how to make the kind of pre- 
sentation which may make your biggest sale. 


STATE OF THE NATION 


The National Research Bureau has compiled what it 
considers the top business forecasts for 1948, a composite 
of opinions by leading economists and business men. 
Sixty-five men are quoted. While it is hard to accurately 
pigeon-hole each statement, they add up, according to 
my score-card, as 26 optimistic forecasts, 24 ‘“‘yes and 
no,” and 15 pessimistic. 


Down in Washington last week I found a lot of honest 
confusion as to whether we are headed for further 
recession or another dose of inflation. I got this from 
talking to a number of Government experts (at least 
they are men who are supposed to be experts), and with 
Senators and Congressmen who mirrored both Washing- 
ton opinion and the views of their constituents. Most of 
them found reasons for believing that unemployment will 
not rise very much further and is not alarming except 
to those who are unemployed, that number being about 
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1 out of 20 men and women who are anxious and willing 
to work. 


‘They think that April will show a pickup, both be- 
cause it is normal for business to pick up in the spring 
and also because they think that the slide has begun 
to taper off. 


In reading the news from Washington during the 
next month or so, any optimistic utterances from Gov- 
ernment officials should be weighed against the known 
fact that the Administration wants to get additional 
controls (See following items.) and the party line is 
likely to be to talk a business boom, possible further 
inflation, and the consequent need for controls. 


It’s also well to remember that retail business always 
slacks off after the Christmas holidays, that our warm 
winter in the East has hurt a number of lines of retail 
trade just as other lines suffered by the bad storms in 
the West, that many companies are bringing out their 
new models and largely suspended operations during the 
changeover period, and that during the first quarter of 
the year, the Government’s fiscal operations tend to de- 
press business. During that period Washington collects 
most of its tax money, whereas in the final three-quarters 
of the year the Government spends far more than it 
takes in. 


Lots of people are waiting anxiously to see what the 
result of the General Motors price reductions it sees, 
and one of the big question marks is whether or not 
people will buy brands B, C, and D, which haven't been 
reduced in price, whereas there’s been a break in the 
price of A. 


Will, for example, the Chrysler Corporation be able 
to get away with price increases when their announce- 
ment was followed a few days later by one of slight 
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reduction in the General Motors line? Certainly there 
is plenty of demand for nearly all types of merchan- 
dise, but it isn’t such an overpowering demand as to 
bring sales in if people think that the price isn’t right. 


One encouraging trend with regard to prices, and the 
possibility of making good money on a lowered scale of 
prices, is the increased efficiency of factory workers. In 
one line after another I’ve seen evidence that labor has 
begun to realize the importance of reducing the cost per 
unit of manufactured goods. A few days ago The Wail 
Street Journal had a nation-wide roundup on the subject. 
A summary paragraph read, “Comments from a wide 
cross-section of executives around the U. S. indicate that 
industry is gaining ground in the battle to get worker 
eficiency at least back to pre-war level if not above it.” 


Some of the contributing factors to this better condi- 
tion are these: The fear of lay-offs spurs efferts; in- 
eficient workers are being weeded out; more and better 
job training is being done by the employers. 


TALK TO YOUR CONGRESSMAN 


| predict: that in the next 12 months there will be 
more Congressional hearings on subjects which involve 
marketing and distribution—and more legislation in- 
volving the problems of sales executives dumped in the 
Congressional hopper—than in any other similar period 
in our history. 


If you are in the food processing or packing business, 
for example, you will be affected by the Government 
investigation which will try to prove that the farmer 
is getting too small a share of the consumer dollar; that 
there is too much greed and inefficiency along the line 
between the farm and the retail counter; you will be 
affected, no matter what your business may be, by the 
implications in H.R. 2756, the so-called Spence Bill, 
under which all private business could be controlled by 
the president of the United States, a control over prices, 
wages, profits, scarce materials. 


We aren't exactly “viewing with alarm” because, for 
one thing, there will be such a legislative log-jam that 
most of the new legislation will be side-tracked. But at 
the best it will be only side-tracked. It can—and prob- 
ably will—come up next year, and the year following 
that. —~ 


As one of the leading Republican Senators told a group 
of us at breakfast the other day, “Harry Truman is a 
man who tries to keep his promises. In the heat of 
elections last fall, he made one promise after another, 
and from what I see ahead of us every single one of 
those promises will be introduced into Congress through 
a wide variety of bills.” Not all of it, by any means, will 
be legislation which will be necessarily bad for business, 
but the proposed bills will affect business very severely. 


Therefore, we suggest that you read the Washington 
news more carefully than ever before in your life, that 
you follow the Congressional hearings on subjects which 
might affect marketing, that you study the proposed 
legislation—and that you carry on a regular and steady 
correspondence with your two Senators and your Con- 
gressman. ‘hey want to know what you think, and why. 


PHILIP SALISBURY 
Editor 
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Based on an interview by A. B. Ecke with E. KATZ, 
President, San-Nap-Pak Manufacturing Co., Inc. 


Color Advertising: 
How Vital Is It 


To Your Promotions ? 


We're talking specifically about color advertising in news- 
papers and the tie-ins with the product at point-of-sale. 
Here is the case history of San-Nap-Pak's Doeskin Color 
Promotion spearheaded with color ads in newspapers. 


Ek. “Manny” Katz, new president 
of San-Nap-Pak Manufacturing Co., 
Inc., makers of Countess Lydia Grey 
Doeskin ‘Vissues, Doeskin De Luxe 
Dinner Napkins, Doeskin Bathroom 
Tissues, and Sanapak Sanitary Nap- 
kins, says he’s “never seen anything 
to beat it.” 

“Tt” is a Doeskin Color Promotion, 
the successful operations of which are 
permeating through buying offices out 
to buyers all over the 48 states. It’s 
a promotional idea that is big in 
every way, pyramiding sales for toilet 
goods, drug, cosmetics, stationery, 
grocery, and housewares department 
buyers in stores everywhere. 


Promotions—Planned and Big 


Mr. Katz believes in promotions— 
big promotions, planned promotions— 
with every possibility of sales within 
a store accounted for. “Retailers,” he 
“will be faced with important 
merchandising problems throughout 
1949, and can be maintained 
and improved only through successful 
promotions of needed and wanted 
products. Retailers have one prime 
objective: that of probing the wants 
and needs of their customers and of 
planning the right kind of promotions 
that will satisfy those needs.” 

Obviously, Mr. Katz has proved 
his point, for there is no gamble in 
the Doeskin Color Promotions snow- 
balling through the country. 

Here’s how it all started: 

Early in 1948 Mr. Katz originated 


says, 


sales 
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and pertected the Doeskin De Luxe 
Dinner Napkin. It is a soft-absorbent, 
full-size, 17 inches by 17 inches, din- 
ner napkin. Men like it because it 
doesn't slip off the lap. Master stroke 
in the manufacture of it, Mr. Katz 
says, is that it is made of soft, lint- 
free, two-ply facial tissue which 
makes it drape on—and cling to—the 
lap. Important, too, he says is that, 
instead of the usual quarter fold, the 
Doeskin De Luxe Dinner Napkin has 
the formal dinner fold and is em- 
bossed in a traditional Colonial de- 
sign, with a doe design (the com- 
pany’s trade-mark) embossed in the 
corners. ‘The ‘feel’ of our new nap- 
kin is very important, too,” Mr. Katz 
points out. “Whenever we've put 
the napkin in the hands of a woman, 
the response invariably is “This 
is beautiful—where can I buy it?’.” 
‘The new napkins are boxed in 
an attractive dispensing package and 
are available in the following colors 
in addition to white: Maize, Wedge- 
wood Blue, Camellia Pink. They sell 
at retail for 50 cents. 

In this man-size dinner napkin Mr. 
Katz foresaw a new market to pio- 
neer. ‘No matter what are the eco- 
nomic conditions, no matter how tight 
money is,” he maintains, “the public 
will always respond and find money 
to buy a product that meets a long- 
felt need and that is colorful.” 

The Doeskin De Luxe 
Napkin has been perfected to do just 
that. “It really is a sensible solution 


Dinner 


to the laundry problem,” says MIr. 


Katz. “With laundry costs of two 
and three cents apiece, women can 
now buy 3 Doeskin napkins for what 
they'd pay the laundry to do a single 
linen dinner napkin. hey can be used 
for any occasion.” 

Before launching the new napkin, 
Mr. Katz weighed its promotional 
possibilities from all angles. “Color,” 
he says, “is all-important. Every- 
where we look, there is evidence of 
the tremendous influence of color in 
the buying habits of women. In the 
magazines they read, in their homes 
—everywhere color is a power in im- 
pulse buying. It cannot be overlooked 
when planning a promotion. Color 
must be added—color, not only in 
the product itself, but color in the 
advertising and sales promotional 
tools for merchandising it. Stores 
must be sold the tremendous pulling 
power of color advertising in news- 
papers for this product.” 

The product having been perfected, 
Gimbel’s department store, New 
York City, was the first to have the 
new Doeskin dinner-fold napkins. 
Springboard of the promotion was a 
large advertisement in the May 9, 
1948, Sunday issue of The New 
York Times. 

Sales results, Gimbel management 
reported, were phenomenal—so much 
so that September 26 the store re- 
peated the promotion. ‘This time, 
however, it was a store-wide promo- 
tion, including Countess Lydia Grey 
Doeskin Facial ‘Tissues, Doeskin 
Bathroom ‘Tissues, and Doeskin De 
Luxe Dinner Napkins. 


IMPRESSIVE WINDOW DISPLAYS bring 
Woodward & Loth- 
rop, large department store in Washington, 
D. C., brought them in with this doe 
(above) made of colorful Doeskin tissues. 


customers into stores. 
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The promotion went over in a big 


way and brought Gimbel’s 
983.35 in six days. 

Here’s how it happened: 

First, a full-page advertisement in 
color was run in the September 26 
issue of The New York Times 
Magazine. ‘Then there was an im- 
pressive window display—color every- 
where—in one of Gimbel’s main win- 
dow’s. Inside the store Doeskin took 
over on the street floor. In addition, 
there were 12 spots in key depart- 
ments—drug, stationery, toilet goods 
departments. 

Sales meetings were held for the 
store's sales personnel. ‘Telephone 
girls were primed. Doeskin De Luxe 
Dinner Napkins were placed in Gim- 
bel’s dining room. On each table was 
a card, stating in what departments 
the napkins could be purchased. Sales 
personnel, merchandise manager, dis- 
play manager, advertising manager, 
buyers and other executives of the 
store were all presented with a box 
of the napkins for their personal use 
at home—so they could all know first 
hand the quality of the product. 

‘Thus a pattern for a nation-wide 
promotion of Doeskin products was 
put to work. After Mr. Katz had 
carefully checked with Gimbel man- 
agement the tremendous success of 
the promotion, he sent telegrams to 
40 leading department stores across 
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the country, asking them if they 
wanted a Doeskin Color Promotion 
to do the same for them. Thirty of 
the stores responded, asking for de- 
tailed information. Then in October 
a group of San-Nap-Pak’s sales man- 
agers called on the accounts and pre- 
sented the entire story. 

The first store to put on a Doeskin 
Color Promotion after Gimbel’s was 
the D. H. Holmes Co., New Orleans. 
It was staged in November, 1948, to 
help meet the toilet goods depart- 
ment’s December figures. A full-page 
color advertisement was run in the 
Sunday, November 28, 1948, issue of 
The Times-Picayune New Orleans 
States. In one week’s time, Mr. Katz 
reports, the department sold a carload 
of Doeskin products—and more than 
made its figures for December. Not 
only did the promotion increase sales 
for the toilet goods departments, but 
it encouraged holiday business for re- 
lated merchandise in other depart- 
ments. With that encouragement the 
Holmes company ordered a second 
carload for February 1949 business. 

Since then the Doeskin Color Pro- 
motions have been snowballing all 
over the country. As of this writing, 
155 stores in 152 cities throughout 
the country are staging similar store- 
wide promotions. 

To get the nation-wide snowball 
rolling, Mr. Katz called in all San- 
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Nap-Pak salesmen for a_ three-day 
sales meeting—December 19, 20, 21. 
A handsome portfolio titled ‘“Doe- 
skin Case History in Color’ was pre- 
sented to each salesman. This presents 
in color the history of the Gimbel 
promotion, and is generously illus- 
trated with actual advertisements, 
photographs of window, counter and 
in-store displays. 


Sales Tool: A Work-sheet 


Number | sales tool for San-Nap- 
Pak salesmen is a complete work- 
sheet, outlining every possible step to 
be taken for a successful store-wide 
Doeskin Color Promotion. Actually, 
the work-sheet is a check list for the 
store to check against when following 
through on a promotion. When a 
store decides to have a Doeskin pro- 
motion, the San-Nap-Pak salesman 
takes the work-sheet to the store and 
sits down with everyone involved in 
the promotion. He goes over carefully 
each sales possibility within a store 
to make certain that no sales oppor- 
tunities will be overlooked. 

Some of the details covered in the 
work-sheet are: 

Advertising: number of lines to be run; 
color, or black and white; newspaper to 
be used; date of advertisement. 

Radio Broadcasting: Yes— No—. _ 

Reprints of Advertisement: number for 
store; number for San-Nap-Pak; date 
sent; total required. (San-Nap-Pak pays 
store for reprints it gets.) 

Publicity: to newspaper fashion editors; 
samples to be sent to—. Stote will fur- 
nish publicity articles—. San-Nap-Pak 
please send publicity articles—. 

Displays: mountain displays of mer- 
chandise, all departments; main center 
aisles yes— no— number—. Showcases: 
number inside— number top—. Counters: 
number of end displays—. 

Window Display: (a) massed display 
of merchandise no— yes—; (b)_ stuffed 
doe scene yes— no—; (c) other—. 

Sampling: (1) complete set of samples 
to Advertising Department to be used for 
preparing advertisements. Sent or deliv- 
ered—; (2) sample packages to sales 
girls, telephone order girls, fashion edi- 
tors, buyers, merchandise managers, ad- 
vertising managers, display managers; 
(3) dining room (not cafeteria )—white 
napkins required, color napkins required 
(two-weeks supply—each plate); small 
cards on tables and number required (an- 
nouncing where napkins can be pur- 
chased); (4) samples of napkins to be 
handed out to customers with circulars: 
in store near display; “Take One” on 
counter, number required; (5) color toilet 
tissues to be placed in store rest rooms, 
supplied by store, sign “Where to Buy;” 
(6) facial tissues, colored, to be placed 
in store rest rooms; supplied by store 
—, sign, “Where to Buy.” 

“Promotions are now pyramiding 
throughout the country,” says Mr. 
Katz. “Letters and telegrams telling 


SPEARHEAD for the Gimbel New York City 
Doeskin Color Promotion was this full-page 
color ad in The New York Times Magazine. 
In six days the store took in $14,983.35. 


LAT FT 


“a 


ia aa 


of the excellent results are coming in 
every day.”’ Here are just a few of 
the reports and letters which have 
come to Mr. Katz’ desk: 

January 2, 1949, Jordan Marsh 
Co., Boston, broke with a full-page 
color advertisement in the Boston 
Herald-Traveler. Says Victor D. 
Baer, merchandise manager : 

‘Just a note to let you know that 
the color roto promotion we ran on 
Doeskin toilet tissue and toilet paper 
was really terrific. We did over $15,- 
OOO at retail the first week and, I 
would guess, will end up with over 
$20,000 before the month is up...” 

With that success on the first pro- 
motion, Mr. Katz says, Jordan 
Marsh repeated the color promotion 
January 23 in The Boston Post. 

J. N. Adam & Co., department 
store in Buffalo, N. Y., launched its 
Doeskin Color Promotion with a 
smartly laid out full-page color ad- 
vertisement in the Sunday, January 2 
Buffalo Courier-Express Pictorial. 

The total J. N. Adam sales at re- 
tail ran approximately $15,000. ‘The 
original order of $8,000 was practi- 
cally sold out immediately, and the 
store reordered twice. 


Other Firms Benefit 


‘The Doeskin Color Promotions 
are also having a tremendous effect on 
all classes of trade, says Mr. Katz, 
“chain stores, super markets, whole- 
salers, and others.” A letter Mr. Katz 
received from Iowa Glove & Notion 
Co., Des Moines, Iowa., wholesalers 
and mill agents for gloves, furnishing 
goods and paper, has this to say: 

“The recent Lydia Grey adver- 
tisement in The Des Moines Sunday 
Register by Younkers of Iowa, de- 
partment store, has caused such a run 
on your facial tissue, toilet tissue and 
napkins that we sold out our entire 
stock within a week .. .” 

lL. Bamberger & Co., Newark, 
N. J.. broke with a full-page color 
advertisement in Newark Sunday 
News February 6, which was the 
first issue of the Newark Sunday 
News to carry color advertising. A 
carload of San-Nap-Pak merchandise 
was ordered to launch the promotion. 
A series of windows was devoted to 
displays and in-store displays were 
placed throughout the entire first 
floor. The results were outstanding, 
Mr. Katz reports. By Wednesday 
after the color advertisement was run 
a reorder for a half carload of mer- 
chandise was put through and a sec- 
ond reorder after that. 


IN-STORE DISPLAYS play important roles 
in all Doeskin Color Promotions. These dis- 
plays increased sales on the street floor dur- 
ing the Gimbel Bros. New York promotion. 
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Among other stores with unusual 
sales increases immediately after color 
advertisements were run: 

Woodward & Lothrop, Washing- 
ton, D. C., came out with full-page 
color in The Washington Daily 
News January 11. 

The Auerbach Co., Salt Lake City, 
Utah, broke with full-page color in 
The Deseret News Magazine, Sun- 
day, January 16. 

Lazarus, department store, Colum- 
bus, O., broke with full-page color 
in The Columbus Sunday Dispatch 
Magazine January 23. 

The Halle Bros., Co., Cleveland, 
O., had a full-page color advertise- 
ment in Cleveland Plain Dealer Pic- 
torial Magazine Sunday, January 9. 

Famous-Barr Co., St. Louis, Mo., 
broke with full-page color in The 
Globe-Democrat January 9. 

Block & Kuhl Co., Peoria, IIl., 
came out in The Peoria Journal with 
a full-page advertisement January 14. 

Freers in Troy, N. Y., broke in 
The Troy Record January 12. 

Hochschild, Kohn & Co., Balti- 
more, Md., started with a full-page 
in The Evening Sun January 13. 

The New York buying offices, too, 
are taking hold in a big way, says 
Mr. Katz. San-Nap-Pak staged pre- 
views for buying offices which showed 
the entire San-Nap-Pak color line. 

City Stores Mercantile Co., Inc., 


New York buying office, for instance, 

sent a confidential memorandum to 
merchandise managers and buyers in 
the stationery departments of the 
stores it serves throughout the coun- 
try. The memorandum ‘was headed 
“Wire—Telephone San - Nap - Pak” 
and, in part, said: “Don’t overlook 
the possibility of this promotion; it is 
nothing short of phenomenal. . . .” 

To keep salesmen informed of all 
promotions and sales results for the 
stores that are carrying through with 
the Doeskin Color Promotions, Mr. 
Katz sends out lively bulletins in 
rapid succession to his selling staff. 

Doeskin Color Promotions are not 
confined to just one store in a city. 
Any store may have one. 

To dovetail with the store-wide 
Doeskin Color Promotions, San- 
Nap-Pak has launched a powerful 
advertising campaign. Newspaper ad- 
vertising, together with radio time on 
participating and “market basket” 
programs together with selective an- 
nouncements, in 23 leading metro- 
politan markets of the country, will 
comprise the major portion of the 
1949 advertising campaign on Lydia 
Grey Doeskin Tissues and Doeskin 
De Luxe Dinner Napkins. Supple- 
menting this will be magazine adver- 
tising in a selected list of publications. 
Advertising is handled by Federal 
Advertising Agency, Inc. 


They're in the News 


By Harry Woodward, Jr. 


BY ALL RIGHTS... William MI. Kline should be an 
introvert. All his business life he’s been up to his neck in 
facts and figures, and statistics and research. Nevertheless 
people instinctively call him Bill and you'd have to spend a 
day searching for a heartier extravert. Bill is Seabrook 


Farms’ new director of marketing, bosses a big force of 
salesmen for the 60-year-old organization which operates 
the largest truck farm and quick freezing plant in the 
country. He came to them recently from Peter Hilton, 
Inc., who got him from the U. S. Army which had him for 
six years and didn’t want to turn him loose. Before the 
Army got him he had done market research at the old Lord 
& Thomas agency, been assistant advertising manager for 
Seagram Distillers, advertising promotion manager for The 


New York Times. He worked his way through Polytech- 
nic Institute and Columbia School of Business Administra- 
tion at nights while he labored in General Foods’ Man- 
hattan vineyards daytime. Says the only thing introverted 
about himself is his addiction to a slow game of Chess. 


“PRACTICALLY THE OLDEST... night school 

graduate extant,” says James G. Lyne, new presi- 
GUY GILLETTE dent of Simmons-Boardman Publishing Corp. Lyne 
can't go half way with anything—even the Epis- 
copal Church. He’s reading his way through all 
its literature, calls himself a ‘reformed heathen.” § 
He started back to school around °35 because he 
felt “ignorant.” After six years he had finished all 
his courses and then, rolling up his sleeves, he 
wrote his thesis, the widely-discussed ‘Need of the 
Railways for Additional Fixed-Plant Capital and 
Possible Means of Its Attainment.” It got him a 
Ph.D., and a Phi Beta key. Born in Kansas. Was 
working for the New York Daily News when it 
celebrated its first anniversary. For the past seven 
years he’s been “Sam Dunn’s N. Y. reflection.” 
Past-president of the N. Y. Conference of Business 
Paper Editors. His great passion is his lost-in-the- 


wilds Connecticut farmhouse. “Only one in the state 


guaranteed not pre-Revolutionary!”’ 


Jr. 


FOR DISTINGUISHED SERVICES .. . to adver- 
tising, Stanley Resor (pronounced Reese-or), J. 
Walter ‘Thompson’s president, has won this year’s 
Gold Medal Annual Advertising Award. Mr. 
Resor has devoted his entire advertising career to 
making his medium a more useful force in U. S. 
lite. “Today Stanley Resor is J. Walter ‘Thompson 
Co., and J.W.T. Co., is the largest advertising 
agency in the world. He’s a serious sort of man; 
not without humor but intent on gettjng his work 
done and doing it well. Some 40 years ago Resor 
went to work for the Cincinnati office of the even- 
then powerful ‘Thompson agency. He had put 
himself through Yale, by selling Bibles door-to- 
door. It was in that Cincinnati agency that he 
met his wife, a woman of rare business ability, 
who was also an employe. For years they worked 
almost side-by-side . . . Resor never stops aiming 
at perfection. “They say that often as a new cam- 
paign is being wrapped up he gets a brilliant idea 
to improve it. Maybe that is one of the reasons 
he’s the proud possessor of that coveted Gold 


\ledal. 


EMILY POST APPROVES ... yep, paper nap- 
kins are more desirable at dinner than linen ones 
re-used from breakfast. But E. Katz, known as 
“\Ianny” to most, president of San-Nap-Pak Mfg. 
Co., Inc. really doesn’t care. Manny has introduced 
Doeskin De Luxe Dinner Napkins, man-size items 
which can’t slide off a guy’s lap. Katz, who has 
the singular ability to keep three telephones red hot 
at one sitting, came to the company in ’34 from 
Vadsco Corp., where he was a v.-p. Had been with 
them 15 years, moving in directly after he emerged 
from N.Y.U. San-Nap-Pak got him as sales mana- 
ger when it had a volume of business amounting to 
half a million dollars a year and a two-man sales 
force. ‘Today it does $12 million annually, has 39 
salesmen, owns three plants which produce the 
company’s paper pulp and make a bevy of paper 
products. Katz liked the idea of a facial tissue 
quality dinner napkin of decent size, stumped for 
it. It was he who took the germ of the idea, pack- 
aged it, advertised it and priced it properly. Now 


skip over to page 37 and take the story from here. 
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“Railroad Car” Milk Cartons Haul 
Big Pay Loads for Golden State 


The more milk and cream kids along "The Route of the Little 
Prospector'’ drink, the more box cars and locomotives they 
add to their trains. Golden State's redesigned containers 
have pull of a premium deal without the fuss of redemptions. 


The Golden State Co., Ltd. sells 
milk. It also sells, out of its Fluid 
Products Department, seven other 
products: Golden-V (a _ multi-vita- 
minized milk) ; homogenized, vitamin 
D, chocolate drink, buttermilk, half- 
and-half, andetable cream. Not all 
its dealers carried all of these prod- 
ucts and some Golden State customers 
never have heard of, or troubled to 
remember, any of the items other 
than the milk and the cream. How 
to get both dealers and customers 
familiar with other members of the 
company’s fluid milk family? And get 
more of the family more frequently 
into consumption ? 


Sells the Line 
C. E. (Tony) Hale, director of 


advertising and_ sales promotion, 
looked at the fiber cartons in which 
Golden State’s eight fluid products 
were packaged (with four variants 
in the Southern Division), saw an op- 
portunity for riding the entire line 
right into customers’ living rooms. 
He turned the cartons into model 
trains, christened the series the Gold- 
en State Lines, “The Route of the 
Little Prospector’—with his trick 
mule, of course. He prepared an 
honest-to-goodness “railroad guide” 
as give-away for the kids, full of 
fascinating railroad lore, and _ rail- 
roaded the promotion to dealers’ at- 
tention with a Golden State Lines 
broadside which looks like a full-size 
timetable. It opens up to tell the story 
of the “Train-Tainers.” 


Kids Grab ‘Em 


“All Aboard!” it invites dealers, 
to “Kidsburg, Momville, Dadston, 
Sales Peak, Profit Summit—and all 
points west ” Next fold of the 
broadside describes “fourteen exciting 
railroad designs” : three locomotives— 
streamlined steam models on Grade 
A Milk and Vitamin D Milk quarts, 
a modern diesel-electric on the Gold- 
en-V quart, three streamlined passen- 
ger cars; a “self-dumping” hopper 
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car, two box cars, a gondola, tank 
car, caboose, and baggage trucks. 
‘“The motor truck is the half-and-half 
pint... the platform wagon is the 
table cream half pint.” 

“Every kid in town will want this 
complete railroad system!” the broad- 
side emphasizes, “and only you... 
the Golden State dealer, can supply 
it!” It has the power of a premium 
deal, the company points out, but 
there’s nothing extra for the dealer to 
handle—no coupons or redemptions. 

The dealer’s four-point tie-in is: 
(1) stock up, (2) talk up, (3) print 
up, (4) post up. The broadside then 
opens full to show replicas of three 
of the colorful posters available in 
quantity for point-of-sale advertising. 
Illustrated, too, are the kiddies’ 
‘“Railroaders’ Guide” and a_one- 
column-by-half-inch free mat for 
dealers to use in their own adver- 
tising offering “Free Model Trains 

.. on Golden State Milk and 
Cream Cartons.” 


Sustains Interest 


The Railroaders’ Guide (to be 
passed out by dealers at the cash reg- 
ister or dropped into carry-out hand 
bags) gives youngsters and their par- 
ents information which is certain to 
interest them if their hearts have ever 
leapt in response to a train whistle. 
In addition to “how to make trains 
with milk cartons,” they learn the 
gamut of an engineer’s whistle sig- 
nals, dot-dash illustrated . . . and 
how to make an empty milk carton 
produce a whistle similar to that of a 
locomotive. They become familiar 
with a glossary of railroad words 
such as “barn—engine house;” “gate 
aswitch ;” “rattler—freight train;” 
“hog—a locomotive.” Pictographs 
show how to signal with hand, flag 
or lamp. There is also a Golden 
State Lines Route Map (the com- 
pany’s sales territory) for youngsters 
to send their trains traveling. 

For the youthful collector of model 
trains (and his elders) each of the 


cars or engines is illustrated, together 
with the particular package on which 
it will be found (caboose—chocolate 
drink, or hopper car—buttermilk, for 
example). 

The new package program and its 
promotion was kept ultra-secret until 
time for the start. Many dealers had 
heard nothing of it until the driver- 
salesman walked in one morning 
(starting January 10 in Northern 
California, two weeks later in the 
Southern Division) with a load of 
the new cartons. With him was a 
second salesman armed with the 
broadside, point-of-sale material and 
give-away. The company asked all its 
salesmen, truck, street and field, to 
concentrate on the Train-Tainers 
promotion during the opening period. 
In this way, putting up point-of-sale 
material in stores the same day, deal- 
ers received their first deliveries of 
the new packages, going over the 
“talking broadside” with dealers, 
point by point, the company accom- 
plished close to 100% tie-in from 
their outlets. 


They Use These 


Dealers as a rule are not too in- 
terested in tie-in cuts. However, when 
this promotion went into Southern 
California the allotted number of 
mats was grabbed up so fast by deal- 
ers that headquarters in San Fran- 
cisco had a teletype request for a 
second supply before the new packages 
were in refrigerators. 

The “Railroaders’ Guide’ give- 
away also was in immediate heavy de- 
mand. In Northern California, deal- 
ers took 4,000 the first day. Within 
24 hours 6,000 had been used up. 
Two chain organizations, remarked 
a company executive, “keep snapping 
at our heels for more.’ The Guide 
evidently fulfilled its main purpose: 
to raise the age level of interest in 
the model train packages by injecting 
the element of technical appeal. The 
company believes it will reach up as 
far as the 10- and 12-year-age groups. 
The Guide makes a direct appeal to 
the child who can read: 

“When Mother buys milk or 
cream, if she buys Golden State, then 
ask her for the empty cartons. For 
we are now bottling our most popular 
milk and cream products (with no ex- 
tra charge) in special containers 
which look like model railroad en- 
gines, cars and other equipment. . . 


SALES MANAGEMENT 


HIGHBALLING ON THE SMALL FRY LINE 
There are 14 railroad designs. Golden State 


You can have a swell time with your 
railroad, indoors or outdoors, by 
yourself or with your friends. You 
can be engineer, fireman, conductor, 
brakeman, dispatcher—anything you 
like!” 

The program, company promotion 
executives believe, gives youngsters 
an incentive to drink milk (in more 
varieties!), parents an incentive to 
buy from the full line, and dealers 
the incentive to stock, not just se- 
lected items, but all the fluid prod- 
ucts. “Notice,” dealers are told, “that 
the ‘Train-Tainer line covers the big- 
volume dairy items, the ‘drinking’ 
milks. And notice also—it covers the 
longer-margin items as well. That's 
where your extra profit really builds 
up.” Obviously, it is economic for 
the company when its delivery trucks 
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can leave a greater variety of its 
products at each of the stops on their 
routes. 

So far, the model trains are used 
only on the Gold State fluid products 
but the idea can be extended to other 
items in the company’s line of dairy 
products. 

Backing up the promotion, a sub- 
stantial newspaper campaign is sched- 
uled, in eight-column, two-color dis- 
play copy to go into metropolitan and 
smaller publications throughout Cali- 
fornia where the company distributes 
its products. 

Simple as the idea seems on the 
surface, it was a year from the time 
of its inception before it could be 
realized, mainly because of production 
complexities. From all reports, there 
are only two engravers in the country 


: The locomotive and freight cars are ordinary milk containers. 
tabs them ‘‘train-tainers."” They're made to appeal to all ages. 


who make cylindrical printing plates 
of the type required for printing 
milk cartons. Once these difficulties 
were overcome, however, and the 
plates were made, it was easy enough. 
The cost per carton is no higher 
than for any ordinary carton with 
advertising such as milk companies 
use. It is approximately two cents the 
carton. 

Although cereal manufacturers 
have accomplished much with their 
packages to catch the attention of 
youngsters, this appears to be the first 
attempt of a milk company to use 
packages in this way and to tie them 
in with a continuing promotion, ac- 
tually turning the packages into 
premiums. Who says you can’t come 
up with a different idea in a staple 
industry ? 
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The Promotional Sales Kit: 
What It Is, How to Use It 


We're talking about a versatile tool which can be used by 
a manufacturer—or an advertising medium—to help retail- 
ers stage a product or a line promotion. This article ex- 
plains how a sales kit, properly designed, can reach all 
of the key retail personnel whose cooperation is essential. 


At the January convention of the 


National Retail Dry Goods Associa- 
tion, Charles M. Edwards, Jr., Dean 
of the New York University School 
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of Retailing, outlined nine resolutions 
designed to help “ring the cash regis- 
ter with that extra sale.” Because 
many of these nine will interest man- 


ufacturers as well as the retailers to 
whom they were addressed, they are 
worth quoting here. In the interests 
of the retailer, they deserve wider cir- 


SALES MANAGEMENT 


culation among manufacturers of all 
kinds of merchandise: 


"Il. Devote as much attention to 
your sales force as you do to your 
sales figures. 


"2. Assign to somebody—not to 
everybody — the responsibility for 
supervision of the sales force. 


"3. Reduce selling expenses 
through constructive training, not 
constructive slashing. 


"4. Use advertising to buy cus- 
tomers before you can expect cus- 
tomers to buy merchandise. 


"5. Do in your advertising what 
customers want, in order to induce 
customers to do what you want. 


"6. Make your advertising work 
harder by working harder to make 
your advertising. 


"7. Take display out of the win- 
dow dressing class, if you want dis- 
play to be more than window dress- 
ing. 


"8. Capitalize on the point-of-sale 
audience to make capital of the 
point-of-sale. 


"9. Apply successful techniques to 
display to win success with display." 


“All right,” you say, “that may be 
fine for retailers, but what can a 
manufacturer do about it? How can 
I organize promotions of my mer- 
chandise that put these resolutions to 
work?” 

‘The manufacturer’s, or magazine’s, 
answer to this problem is the promo- 
tional kit. It puts your promotional 
ideas into the hands of the store in 
the form of a package that’s all ready 
to go to work. 


What's Behind the Idea 


Behind the idea of the promotional 
kit is some solid thinking about the 
way a retail promotion is conceived 
and executed. In a department store, 
a promotion, to be successful, must 
have the cooperation of many mem- 
bers of the selling team: 


1. The merchandise manager must 
approve it, organize it and put his 
enthusiasm behind it. 


2. The sales promotion manager 
must co-ordinate the vehicles of 
publicity available to his department 
so the news of the promotion may 
be spread to the widest possible group 
of potential customers. 


3. The advertising manager must 
prepare or supervise the preparation 
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of the newspaper advertising that will 
do the lion’s share of the job of mak- 
ing the promotion a success. 


+. ‘The advertising copywriter must 
dig up the facts about the promotion 
and the merchandise involved in it, 
and present them in the way that will 
reflect the greatest credit on the store 
and on the items involved. 


5. The display manager must pre- 
sent the idea behind the promotion 
not only in the form of window dis- 
play, but also in displays in the de- 
partment where the merchandise is 
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sold, in other related departments, 
and possibly in the form of display 
cards in elevators, at escalator land- 
ings and other trafhe points. 


6. The buyer must be sure that 
the merchandise involved is on hand 
or quickly available in adequate quan- 
tities, that the salespeople are enthu- 
siastic, and that other members of the 
team have done their jobs properly. 
He, or the merchandise manager, or 
both, is usually the focal center of 
the promotion. 


7. ‘The salespeople must be fully 
informed about the promotion and the 
selling points of the merchandise in- 
cluded in it. Good, well informed 
salespeople can sometimes make a suc- 
cess of an otherwise mediocre promo- 
tional idea. Uninformed salespeople 
can quickly break the back of the best 
idea. 

Briefly, that’s the organizational 
problem you're up against in depart- 
ment stores—and it’s not very differ- 
ent in other large retail operations. In 
large chain units and in many super 
markets the manager, rather than the 
buyer, is the focal point of the pro- 
motion, but you must also consider 
the display man, the advertising man, 
and the salespeople. 


How does the promotional kit help 
to solve the problem of co-ordinating 
all these people? 

It co-ordinates by having something 
specific for each one of them. 


*In a second article Mr. Cumming will 
discuss sales kits sponsored by advertis- 
ing mediums. A third article will take 
up sales kits sponsored by manufacturers. 
The second article will appear in SALEs 
MANAGEMENT for April 1, 1949. 


How do you start the preparation 
of a kit? 

You start it by thinking up an ar- 
resting promotional idea. That idea 
should be so strong that you will 
want to use it in your national adver- 
tising. Chances are, it will be stronger 
than most of the ideas you ordinarily 
use in your national advertising be- 
cause the thinking required to carry 
it through as a retail promotional 
operation will provide strong medi- 
cine for it. It’s important, though, 
that the theme of your national ad- 
vertisement, timed to coincide with 
the retail promotion, should be the 
basis of the whole thing. 


What to Include in Kit 


Next, you decide what elements 
should be included in your kit. The 
kit can be modest or ambitious, de- 
pending on the volume the store can 
reasonably expect to develop from its 
use and the position of your merchan- 
dise in your retail outlets. 

To be sure you don’t miss any 
tricks in putting your kit together, 
here’s a check list of just about 
everything that might possibly go 
into it: 


1. Your national advertisement: 
Notice that we are speaking of only 
one advertisement, not a campaign. 
Why? Because timing is the essence 
of a good promotion—and therefore 
of a good kit. If, for example, your 
product is one that is bought by par- 
ents of children who are going back 
to school, stores must promote it in 
August, and your advertisement must 
appear in the August magazines. Re- 
gardless of whether or not your prod- 
uct is seasonal in nature, the theme 
of your promotion must be seasonal. 

You can include your advertise- 
ment in the kit in several forms: 


Reprints: Put a dozen or so 
in each kit. 


Mounted reprints: Some 
stores will want them for win- 
dow and counter display use. 


Blow-ups: One will be 
enough; it will make a good 
window background. 


Magazine cover blow-ups: 
One of these, emphasizing the 
magazines in which your adver- 
tisement appears, can be used to 
supplement the advertisement 
blow-up in the store window. 


2. Newspaper advertising: By this 
we mean the advertising that the 
store will do. You can provide sug- 
gestions in the form of: 

Newspaper mats: If your 
promotion will be used primar- 
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ily by smaller stores, be sure to 
provide these. Sometimes cou- 
pons should be included to en- 


courage mail orders to the 


stores. 


Layouts and copy: The larg- 
er stores prefer to get their ad- 
vertising ideas in this more flex- 
ible form. The artwork can be 
supplied in the form of a copy- 
print or photograph. 


3. Direct mail: Send samples of 
mailing pieces and let the stores order 
the quantities they will need. Most 
stores will want their names im- 
printed on it, and to insure use it’s 
wise to charge something for im- 
printing. Don’t give your mailing 
pieces away free. For your mailing 
pieces you can use: 


A specially planned mailing 
piece that emphasizes the theme 
of the promotion and illustrates 
and describes the products in- 
cluded in it. Be sure to include 
a mail order coupon as part of 
the mailing pieces. 


A reprint of your national 
advertisement, folded to fit the 
retailers’ regular envelopes, 
with the coupon and _ similar 
material on the reverse side. 
Many ready-to-wear manufac- 
turers use their advertisements 
for this sort of double duty very 
successtully. 


4. Salespeople education: ‘This is 
one of the most important goals to 
reach with your kit, for much of 
what you teach the salespeople about 
your product in getting them en- 
thusiastic about the promotion will 
stick with them for later, day-to-day 
use. You can include what you want 
the salespeople to know as: 


A bulletin of information, 
which tells the selling points of 
your product and which may 
include selling sentences about 
the promotion which the sales- 
people can adapt to their own 
use. This is the usual way to 
educate salespeople through a 
promotional kit—and the sim- 
plest. The bulletin may be 
printed, or just multigraphed, 
and it should refer to the adver- 
tisements and other units which 
are also a part of the package. 


A motion picture or talking 
slide, if you can afford to’ be 
more elaborate, will do a better 
job. If you already have a good 
training film, it may be that you 
can aim it directly at your spe- 
cific promotion by changing a 


few frames at the beginning 
and at the end in order to tie it 
in with your promotional 
theme. Don’t worry about the 
ability of your retailers to use 
training films. Most of them 
have projectors. 


5. Radio and television material: 


Many of your retailers have regular 


radio or television shows, and will 
gladly use the material you send them 
if it’s good. Again, your material can 
be simple and inexpensive or elab- 
orate: 


A script, to be read by the 
store’s regular announcement 
on its radio or television show, 
is the least expensive way to 
cover this important advertis- 
ing medium in your kit. 


A platter for radio use will 
give better results and will be 
much more impressive to the 
store. It’s best not to include 
the actual platter in your kit. 
Instead, put in a card stating 
that it’s available on request, 
thus making it easy for the store 
that will actually use it to ask 
for it. 


A film for television use can 
be handled in the same manner 
as the radio platter. It’s more 
expensive, but if your promo- 
tion is of major importance 
volume-wise to you and your 
individual retailers, it will pay 
important dividends. 


6. Display material: Because it’s 
part of his daily experience, display 
probably looms larger in the con- 
sciousness of your average retailer 
than it does in your consciousness. 
His motto is “well displayed is half 
sold,” and if you will show him how 
to display your product well for yorr 
promotion, he'll put your suggestions 
to work. Here’s how to get your ideas 
to him in your kit: 


A bulletin for the display 
manager is important, and 
should be included regardless of 
what other display material you 
put in. It should outline the 
idea back of the promotion, 
and give a number of specific 
ideas for window and interior 
displays that will put over your 
promotional theme. If you are 
providing display material, 
specify it in this bulletin. 


Display cards are very desir- 
able, particularly if they can 
be used for either counter dis- 
play or window display. Be 
careful not to make them too 


big to be practical, although 
the actual size will vary with 
the nature of your product. 


Window material, such as 
large-scale cut-outs, complete 
backgrounds, and dummies on 
which your product can be dis- 
played are all good. If their size 
makes it impractical to include 
them in your’kit, indicate that 
they're available and let the 
stores order them from you. 


A display contest, announced 
in the kit, will generate enthu- 
siasm and will bring you back 
usable evidence of what kind of 
display treatment your promo- 
tion gets. he prizes needn't be 
big, but be sure to offer to pay 
the cost of photographing the 
windows, and emphasize the na- 
tional publicity that will result 
for the winners. 


7. Publicity releases should be. in- 
cluded in your kit in mimeographed 
form, if the story of your promotion 
can be angled in such a way as to 
make it newsworthy. Your retailers 
can fill in details and make local 
changes in these releases, and give 
them to the newspapers in their cities. 


8. Fashion show or clinic plans, 
included in your kit, will often add 
promotional interest and excitement. 
When they are carried out by the 
store they have the added value of 
inducing important publicity, too. 


9. A bulletin for the buyer is one 
of the most important in the kit. 
Since the buyer is usually the spark 
plug of the promotion within the 
store, his bulletin should include all 
the ideas and suggestions you can 
think of that may help the store to 
make the promotion a success. And 
don’t make the mistake of being 
afraid of your own ideas. The buyer 
will sort out what is practical for his 
store; don’t try to do it for him. 


For example, among the sugges- 
tions included in the buyer’s bulletin 
in a kit prepared by a manufacturer 
was this: “Ask your mayor, police 
commissioner, or some other impor- 
tant public official to deliver a talk 
as a feature of your clinic. We are 
giving you a sample of the talk he 
might give.” 


When the kit was reviewed this 
idea seemed so impractical that it was 
decided to drop it. Through an over- 
sight, however, it was included—and 
several retailers actually arranged for 
the mayor to come in and deliver the 
prepared speech. 
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THE VALUES BIG... THE COST IS SMALL 


Few things give you so much real value at 
such low cost as the telephone. Sometimes, 
as in emergencies, the value is beyond price. 


The telephone is indispensable in the 
smooth running of a household. It saves 
countless steps and time. 


Helps with the shopping. Runs down town. 
Calls a doctor. Makes home a safer place. 
Provides unlimited capacity for friendship, 
success and good times. Enables every busi- 


BELL TELEPHONE SYSTEM 


ness to do more business and do it better. 


Your telephone is more valuable than ever 
today because there are 40% more telephones 
than there were three years ago. This means 
you can call more people and more can call 
you. 

And the cost is still low. Increases in tele- 
phone rates are much less than the increases 
in most other things you buy. They average 
only a penny or so per call. 


House Organs Unearth 
Sales Leads for Buda 


Four simple news sheets tailored to their specific markets 
combine serious case histories on the Buda Company's in- 
dustial products with slightly corny jokes that men retell. 


‘The Buda Co., Harvey, IIl., man- 
ufacturer of heavy equipment for 68 
years, has long been a consistent user 
of direct mail for sales promotion. It 
used direct mail long before the turn 
of the century when its principal 
products were railroad supplies. It 
continued to use direct mail after it 
began to build gasoline engines, back 
in 1910, and after it added diesels 
and other rugged items, including 
generator sets, earth drills, industrial 
shop trucks, fork lift trucks, trac- 
tors, etc. 

During the war Buda was occupied 
almost 100% in producing equipment 
badly needed by the Government for 
the Army and Navy. When the war 
ended the company returned with all 
speed to the manufacture of heavy 
duty peacetime goods. Shortly after 
things began to settle down the man- 
agement decided to publish four 
house organs, small in size and rea- 
sonably inexpensive, for distribution 
to prospective customers. They are: 


1. Buda Logging News, +4 pages, 
9x11 inches, now in its second year, 
circulated among the lumber and 
logging trade, 18,000 copies. 


2. Buda Marine News, + pages, 
9x11 inches, now in its second year, 
for manufacturers and owners of ma- 
rine work duty and pleasure boats, 
10,000 copies. 


3. Buda Operators News, + pages, 
9x11 inches, less than a year old, for 
strip mining, earth handling, ditch- 
ing and similar operators, 12,000 
copies. 


4. Buda Oilfielder, 32 pages and 
cover, 9x6 inches, now in its third 
year, more pretentious than the three 
simple tabloids. Purpose: to tell the 
story of Buda oil field engines wher- 
ever oil is produced. Circulation, 6,- 
500 copies. 


“Any mailing piece, if we are to 
issue it continuously over any period 
of time must prove itself,” says H. H. 
Cohenour, advertising manager, who 
doubles as sales manager on material 
handling in the Chicago area. “So we 
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check from time to time, making 
cross-section sample studies to find 
out if it is paying in orders and 
dollars. A return card is inclosed with 
each issue, each publication going out 
every two months. 

“We carefully card index every 
inquiry. These then go to our dis- 
tributors for follow up. Then, here 
and there, we ask various distributors 
to report to us on how they work 
their inquiries into actual orders. ‘The 
first two issues of our Logging News 
brought 1,846 inquiries. One distribu- 
tor, to whom we forwarded 146 in- 
quiries, reported 46 sales as a direct 
result of the inquiries. The average 
unit sale was more than $3,000. That 
meant total sales to him of more 
than $138,000. 


Flood of Returns 


“After that first and surprising 
flood of returns the number of in- 
quiries settled down to a lesser flow, 
but they have come in steadily. The 
Logging News issued in December, 
1947, brought 233 inquiries. In 1948 
some of the issues developed inquiries 
as follows: February, 157; April, 
174; June, 156; August, 184. Our 
last issue has brought in 118, to date. 
One issue of the Marine News de- 
veloped 849 inquiries.” , 

The story, to greater or lesser de- 
gree, is the same for all of the publi- 
cations, according to Mr. Cohenour. 
There are other angles to Buda’s di- 
rect mailings. The company has ap- 
proximately 70,000 ‘‘live’” names 
which it carries on addressograph 
plates. ‘These are broken down ac- 
cording to markets and _ industries. 
Special mailings of advertising pieces 
are made to these from time to time. 
Folders, booklets or broadsides may 
go out to any or all of them. 

Such mailing pieces may carry an- 
nouncements of new devices or items 
in the line or they may tell stories of 
uses and applications. The idea is to 
keep prospective customers aware and 
cognizant of developments and equip- 
ment available. Consideration _ is 
given to follow-ups, and distributors 
are kept on their toes to insure 


prompt solicitations after the inquiries 
are forwarded to them. 

Buda has approximately 90 engine 
distributors in the United States and 
Canada; some 60 distributors in the 
materials handling field, more than 
50 distributors selling its earth drills, 
and about 600 outlets selling jacks, 
on a non-exclusive basis. ‘The com- 
pany sends out suggested letters to 
all of them to encourage independent 
direct mailing on their part. ‘This 
works to expand and continue the 
direct flow of mailing pieces to Buda 
prospects everywhere. 

Direct mailings by distributors, 
Mr. Cohenour emphasizes, are of es- 
pecial value because they attract in- 
quiries and sales to the company’s dis- 
tributors who are closer to buyers 
than the parent company. 

All of the publications are well 
illustrated. Pictures of actual opera- 
tions in the field are shown liberally 
with stories of how specialized jobs 
are carried on. <A typical issue of 
Logging News, for example, may 
carry articles with headings as fol- 
lows: 

Buda Diesel Battles for ‘Lost 
Timbers” in Mississippi; Increased 
Horsepower Swells Profits in British 


Columbia; Buda Powered Loading 
Rig Effects 60% Saving; Maine 


Sawmill Chooses Buda Diesel for 
Profit Making. The Marine News 
may carry headings such as Diesel 
Tugs Journey from Canada _ to 
French Cameroon; British Colum- 
bian Tells of His Experience with 
Smooth Buda Diesel; or the story of 
how a Gulf shrimp fisher battled 
heavy seas with Buda diesel marine 
power. Operators News is likely to 
tell how Buda power replaces steam 
operations, how it does earth moving 
on state highway jobs, or how it saves 
money in ditching operations, etc. 


Stories Are Personal 


Often stories are personal in na- 
ture: how the “Three Swanberg 
Brothers” came to decide on three 
Buda diesels, or how the McArthur 
Lumber Co. used diesels, Buda-made 
of course, to replace steam. Similar 
stories, talking increased safety, dol- 
lar-saving performance and other ad- 
vantages are aimed to catch the eye 
of various users or prospective buyers 
of Buda equipment. 

The Buda Oilfielder often carries 
highly interesting and well illustrated 
stories selling oil field people in pride 
of calling and performance. One typi- 
cal story is headed, “The Rocky 
Mountain Empire,” and another, in 
the same issue, ““Colorado’s Highways 

12,000 Miles of Maintenance 
Challenge.” In other issues stories of 
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Top Management says: “It’s gotta be done!” 


It seems as if every other business speech these 
days is on the subject of “Lower Distribution 
Costs.” And not just jobber-wholesaler costs, 
either! The spotlight is on all sales costs. Man- 
agement the land over is stirring up its sales 
departments with hot pokers. Speeches may 
only be words, but Management is out for 
action. 


How do you translate the high-sounding gen- 
erality of “lower distribution costs” into speci- 
fic action that fits your own sales situation? 


You cut sales costs the way your 
Production Manager cuts production costs 


... through improved mechanization. 


The Production Manager mechanizes the plant 
to enable his men to produce more goods 
faster and at lower unit cost. 


The Sales Manager “mechanizes” his opera- 
tion to enable his salesmen to produce more 
orders faster and at lower unit cost. 

Direct mail, publication advertising, catalogs, 
sales presentations, handbooks, radio—these 
and all other mechanical means of transmit- 
ting sales information are the Sales Manager’s 
order-producing, cost-reducing tools. 

They inform prospective buyers and keep 
them informed. 

Besides multiplying sales contacts among the 
important people your salesmen see regularly, 
they reach many your salesmen can’t reach 
often, and may not even know. 

They make it possible for your salesmen to 
spend more time closing sales. 


Here’s how you put sales “mechanization” 
to work 


You start by employing the principles of sales 
analysis similar to those you use to step up the 
efficiency of your sales and distribution or- 
ganization. Taking one step at a time, one 
product at a time in one market at a time, you 
proceed something like this: 


1. Review all the specifying and buying influ- 
ences, including those who are hard for your 
salesmen to reach. (Do you know them all? ) 


2. Find out the viewpoints, prejudices, and 
confusions that cloak your product in the 
minds of your customers and prospects. (Do 
you know—for sure—what they think and why 
they think it? ) 


3. Determine what to say, to whom, and how 
often, to improve those viewpoints and to re- 
duce the prejudices and confusions that ob- 
struct low-cost selling. 


4. Select the tools to use for saying what needs 
to be said (booklets, magazines, direct mail, 
or any other mechanical means of transmit- 
ting ideas or information). 


See how that can help cut unit sales costs? 


You soon find yourself making better use of 
the right sales tool for doing each part of the 
selling job cheapest and fastest. You leave less 
of the telling in selling to the highest cost tool 
of all—the salesman. And you cut out some 
more of the waste by concentrating your ef- 
fort where it will do the most good. 


But the biggest saving of all comes from the 
increased power of advertising that’s planned 
and written after we've first found out, for 
sure, what will interest your prospects. 


This 20-page booklet, “ ‘Ditch- 
Digging’ Advertising That Sells 
By Helping People Buy,” ®ex 
U. Ss. Pat. off.) explains the princi- 
ples that help build sales volume 
at lower unit cost. It’s free to 
sales executives who are inter- 
ested in developing the full sell- 
ing power of their advertising. 


THE SCHUYLER HOPPER Co. 


“Advertising that sells by helping people buy “ 


12 EAST 41st STREET, NEW YORK 17, N.Y. ° 


is, 1949 


LEXINGTON 2-1790 
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the ‘Texas fields may be carried or 
the reader may be taken into distant 
foreign fields. 

‘The purpose of all this is to main- 
tain high readability in the various 
publications and so earn regular, ex- 
pectant readers. ‘There may be, too, 
some deft propaganda such as selling 
the American way of life and busi- 
ness. And, on top of selling Buda 
equipment and performance, distribu- 
tors names are carried, broken down 
into states, with the name and address 
of each. ‘This continuously informs 
the prospect as to where he can turn 
to place his orders. 


Reports the President of SAN-NAP-PAK: 


RESULTS IN NEWARK, N. J. WERE OUTSTANDING 


“... by Wednesday atter the full page color 
advertisement was run in the NEWARK SUNDAY NEWS 
a reorder for a half carload was put through and a second 


reorder after that.” 


on page 39 of this issue. 


-_—_ 


Read this CASE HISTORY of the SELLING POWER of 
New Jersey's ONLY locally edited color roto magazine 


ol ey, 


One direct mailing piece, recently 
issued, lists 55 foreign countries in 
which sales and service are now avail- 
able. ‘To name a few of them, they 
are Argentina, Australia, Bolivia, 
Chile, Egypt, Finland, Haiti, Iceland, 
Netherlands East Indies, Sweden, 
Thailand, Trinidad, Turkey, Union 
of South Africa, Uruguay, and 
Venezuela. 

The Buda Co. originally started 
business in Buda, IIl., a tiny town 
100 miles southwest of Chicago, but 
moved to Harvey in 1891 because of 
growing need for better railroad con- 
nections. 
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Winners in CCNY's 
Radio-TV Contest 


The time is at hand for radio and 
television to step forward to receive 
awards for work well done in 1948 
in creating outstanding sponsored 
radio and television programs, and 
for promotion of radio itself. 

Awards will be presented at the 
Fifth Annual Radio-Television and 
Business Conference, sponsored by 
The City College of New York, in 
New York City on March 30. 
Plaques, symbolic of the top awards 
in three classes, go to: 

WMAQ, Chicago, for “It’s Your 
Life,” sponsored by Johnson & John- 
son, “for creation of the outstanding 
radio program of 1948.” 

Kudner Agency, Inc., New York 
City, for “Texaco Star Theater” 
(National Broadcasting Co.) ‘for 
creation of the outstanding television 
program of 1948.” 


WEEI, Boston, outlet for Co- 


lumbia Broadcasting System, “for 
outstanding achievement in_ radio 


promotion in 1948.” 


Merit Awards 


Each of these three also will be 
presented with an Award of Merit, 
top rating in the class in which each 
entered. Classes are set up on the 
basis of the power of the station on 
which the program appeared. 

Awards of Merit will go to: 

N. W. Ayer & Sons, Inc., New 
York City: Selective ‘TV announce- 
ments for American Tobacco Co. 

WHAS, Louisville, Ky., for a 
direct selling program. 

KXLY, Spokane, Washington, for 
an institutional, sponsored program. 

WHB, Kansas City, Mo., for 
sponsored selective radio announce- 
ments. 

WLOK, Lima, O., for 
promotion (100-250 watts). 

WOW, Omaha, for radio pro- 
motion (5,000-10,000 watts). 

Columbia Pacific Network, Los 
Angeles, for network promotion. 

Kenyon & Eckhardt, Inc., New 
York City, for prémotion of a na- 
tional radio program. 

Frederic W. Ziv, Inc., Cincin- 
nati, for promotion of regional or 
interstate program. 

KLZ, Denver, for promotion of a 
local radio program (5,000-10,000 
watts). 

WGAR., Cleveland, for promotion 
of a local radio program (50,000 
watts). 

KTUC, Tucson, for all-over radio 
station promotion (100-250 watts). 

WCCO, Minneapolis, for all-over 
radio station promotion (50,000 
watts). 


station 
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report from the 


nation’s newsstands eee the wage earners had a good 6 months: 


therefore, naturally, so did TRUE STORY. 


‘True § 


Life 

Ladies’ Home Journal 

True Confessions 

Saturday Evening Post 

McCall's 

Woman's Home Companion 
ook 


tory 


*2,0 1 7,000 


Net paid 


1949 


Of the 10 leading Newsstand Magazines (ABC) 


TRUE STORY (and only True Story) 


gained newsstand circulation in the last six months of °48. 


TRUE STORY 


had the biggest net paid six-month period in its history!* 


TRUE STORY (and only True Story) 


is growing with the Wage-Earner Market! 


Of the top ten magazines on the nation’s newsstands 
preliminary reports show that only TRUE STORY went ahead! 
Not only ahead, but had a whopping newsstand gain of 146,774 
copies per issue over the same period in’47—a 11.9% rise! 


Matter of fact, TRUE STORY went ahead to the greatest 
6-months total net paid in its 28-year history. 


But that’s not so strange, because the Wage-Earners of 
America were having a great six months period of their own, 
They felt the HCL less . . . had more “‘loose” money . ; . 
were spending on their favorite magazine. 


This is the era of the Wage-Earner—in marketing, in 
politics, in every fibre of your business life. Go places 
with him, and his family’s favorite magazine! 
TRUE STORY ... for 28 years America’s 


favorite Wage-Earner magazine. 


True Story, ? 
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NYONE IN TACOMA can tell you about this 
; Washington mountain. It’s as familiar as ABC in Tacoma 
where 80% % of the radio families listen regularly to the 
; Coast’s most powerful network. In 42 Const towns (and 
! 97 counties) ABC has at least 50% BMB penetration. 


* 


an 
an. 


* 4% 
“ 2 A 


tre 


AN YOU NAME what kind of fruit is almost as num- 
erous as ABC listeners in Watsonville. California? These 
blossoms should give you a clue. And to reach Watson- 
ville’s radio falihe 's, take your cue from BMB which 
f proves 84% of them listen regularly to ABC. Outside 
markets or inside, big or nae aay ABC delivers them all. 


KEY 

1 A—Mount Rainier A 
B—Sutter’s Fort 

| C—Apples 
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OOM-DAY MEMENTOS from 1849 are preserved 
in this landmark, as familiar to Sacramentans as the ABC 
spot on the dial. To hit a 1949 bonanza in Sacramento, 
switch to ABC. Even before KFBK boosted its power 
to 50,000 watts, BMB said ABC reached 89% of Sacra- 
mento’s radio families. 


On the coast you cant get away from 


ABC 


FULL COVERAGE... ABC’s improved facilities have 
boosted its coverage to 095 ».4% of ALL Pacific Coast radio 
families (representing 95% of coast retail sales) in coun- 
ties where BMB penetration is 50% or better. 


IMPROVED FACILITIES...ABC, the Coast’s Most Pow- 
erful Network, now delivers 227,500 watts of power— 
53,500 more than the next most powerful network at 
night. This includes FouR 50,000 watters...a 31% in- 
crease in facilities during the past year. 


LOWER COST...ABC brings you all this at only $1,275 
for a night-time half. hour. No ‘wonde *r we say —whether 
you're on a Coast network or intend to be. talk to ABC. 


GREATER FLEXIBILITY...You can focus your sales 
impact better on ABC Pacific. Buy as few as 5 stations, 
or as many as 2]—all strategically located. 


THE TREND TO ABC...The Richfield Reporter, oldest 
newscast on the Pacific Coast, moves to ABC after 17 
years on another network, and so does Greyhound’s 
Sunday Coast show—after 13 years on another network. 


PACIFIC NETWORK 


New York: 30 Rockefeller Plaza - Clrcle 7-5700—Detrort: 1700 Stroh Bldg. + C Herry 8321—Cuicaco: 20 N. Wacker Dr. 


DElaware 1900—Los ANGELES: 4363 Sunset Blvd. « HUdson 2-3141—San Francisco: 155 Montgomery St. + EXbrook 2-6544 
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BLOTTER hes paperless blotting pad. 


ssssspermanent ink blotter 
gives blotting service for years 
without replacement of any of its 
parts. It is paperless. “he blotting 
portion of the new desk accessory 
is made of an absorbent, chemi- 
cally treated composition. No mat- 
ter how stained the blotting sur- 
face becomes, it continues to blot a 
page cleanly right over fresh ink 
stains—so quickly does it absorb 
and dry. ‘Vhe metal frame is fin- 
ished in pastel green Hammertone. 
Manutactured by Blocaris, 755 
Boylston St., Boston 16. 


«sss:improved staple puller 
quickly removes both standard and 
heavy gauge wire staples from 
joined parts without tearing or 
marring fastened surfaces. Its out- 
standing feature is the hardened 
steel, slotted lifting prong. ‘lo use 
the staple puller, the prong is in- 
serted under the wire stitching. 
With a clockwise twist, one leg of 
the staple is unclinched and raised. 
An opposite twist unclinches the 
second wire leg and removes the 
staple. Should the staple be very 
small, the slot or split in the steel 
prong permits inserting half of the 
lifting section under the wire. ‘The 
same lifting motion already de- 
scribed is then used. Should the 
wire staple become broken or 
crimped, the broken portion is 
caught between the prong and the 
guide tongues. Called the Quik- 
Lift, the staple puller is said to be 
convenient to use in conjunction 
with wire stitching machines. It 
is also suggested for shipping and 
receiving rooms where cartons 
and boxes must be opened rapidly. 
Because the puller completely re- 
moves staples there are no wire 
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coming your way ... 


ends protruding from box ends or 
sides to catch, scratch or damage 
package contents. In addition the 
operator's hands are protected. 
Display men and draftsmen also 
find the staple remover handy for 
removing staples and thumb tacks. 
It is a product of the American 
Machine Works, Inc., 1320 Clark 
St., Racine, Wis. 


«ssssprinted "scotch" tape is 
one of the country’s fastest grow- 
ing labeling and advertising medi- 
ums. Its popularity is due to its 
quick, clean application and it is 
often substituted to do jobs previ- 
ously accomplished with “paste 
on” labels and decals. Advertising 
men have found it an excellent 
means of telling the sales story at 
the point-of-sale. ‘he item is 
adaptable as a coding and marking 
label, instruction label, and rout- 
ing marker. It is available in a 
wide range of colors and widths. 
It is produced by ‘Transparent 
Products Co., Inc., 32+ East 24th 
St., New York.City. 


LABELING is one more job for printed 


! 


tape. Available in several colors. 


sessenu-fab = is a plastic rubber 
non-inflammable paint designed to 
rejuvenate fabrics on such articles 
as lamp shades, upholstered furni- 
ture, awnings and tops of con- 
vertible cars. It remains flexible 
when dry, retards fire, dry rot and 
mildew. It also repels moths, 
strengthens old fabrics, seals small 
holes and adheres patches. Nu-Fab 
is adevelopment of Adhesive Prod- 
ucts Corp., 1660 Boone St., New 
York City. 


-MEN WHO MEAN 
BUSINESS... 


RALPH CHIPURNOI, 
Divisional Merchandise Manager, 
GIMBEL BROTHERS, New York, says: 


‘You cover our industry far 
better than any trade paper 
I know of. Reading HOUSE 
FURNISHING REVIEW is 


a must in our organization.” 


Men like Ralph Chipurnoi mean business. And 
‘‘must’’ reading for top management men like 
him has always been papers that mean business. 
Papers that mean business in twelve specific 
merchandising fields are 


The 


HAIRE 


Specialized 
Merchandising Magazines... 


HOUSE FURNISHING REVIEW + COSMETICS.& TOILETRIES 
HOME FURNISHINGS MERCHANDISING - HANDBAG BUYER 
LUGGAGE & LEATHER GOODS - NOTION & NOVELTY REVIEW 
CROCKERY & GLASS JOURNAL - AIRPORTS & AIR CARRIERS 
CORSET & UNDERWEAR REVIEW - LINENS & DOMESTICS 
INFANTS’ & CKILDREN'S REVIEW - FASHION ACCESSORIES 


£ 
By singiing out one industry only for specialized 
service, each Haire Publication reaches— and 
vitally influences—the top retail men and women 
who make decisions in that field. 

You can reach these decision-making retail- 
ers, merchandise men, buyers—can turn their 
decisions in your favor—with a message in the 
Haire Publication serving your specific market. 
These men and women mean business! They... 


MEAN BUSINESS 
FOR YOU! 


HAIRE PUBLISHING COMPANY 
1170 BROADWAY, NEW YORK 1, N. Y. 
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Seasonal promotions are part of 
the comprehensive merchandising 
program now being conducted “by the 
Dow Chemical Co., Midland, Mich., 
for its polystyrene STYRON, widely 
used in the manufacture of toys and 
housewares. 

Last autumn the company staged a 
special promotion for Styron house- 
wares, and another is scheduled for 
the spring. The Styron toy promo- 
tion, conducted last fall and winter, 
was marked by generous use of ad- 
vertising space in both consumer and 
business papers and the striking dis- 
play aids for retail outlets that par- 
ticipated in the promotion. More than 
1,000 units of the W. T. Grant, 
Kress, and Kresge chains put on spe- 
cial Styron promotions in December. 

‘To understand the workings of the 
special toy promotion, it is necessary 
to review the chief features of the 
over-all program inaugurated by Dow 
a year ago, with emphasis on evalua- 
tion and identification of products 
manufactured from Styron.* Under 
this plan, products are submitted by 
manufacturers to Dow’s main plant 
in Midland, where they are evaluated 
by a special committee. Products 


*See “Zealous Product Policing Builds 
Prestige for ‘Styron’ Label,” SALes MAN- 
AGEMENT, November 10, 1948. 
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Dow Promotes 


Customers’ Wares, 


Builds Market for Its Styron 
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AMERICAS 
NO.| PLASTIC 


This raw material producer helps its molders and 
their dealers to break trail on consumer items. 
This is a report on how Dow does it with toys. 
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PLAY FOR PROFIT: Toys are for kids, but adults buy them. Dow's 
buyers’ guide (top photo) cues dealers, and store displays (above) 
give adults many reasons why to buy playthings made from Styron. 


meeting certain standards of design, 
durability, etc., are given the right 
to identification under the Styron 
label. 

The Styron label and what it 
means are the subject of a continuing 
advertising campaign, conducted 
through the advertising agency Mac- 
Manus, John & Adams, Inc. Directed 
both to consumers and the trade, the 
campaign benefits molders (manufac- 
turers) of Styron products, distribu- 


tors, and buyers serving retail out- 
lets. Advertising, publicity, direct 
mail, buyer contacts, sales personnel 
training, and special store promotions 
are all tightly co-ordinated. 

Since Styron is extensively used in 
the manufacture of toys, Dow is now 
embarking upon a “Sell ‘Toys 
Throughout the Year’ campaign. 
Many features of the special toy pro- 
motion of the winter will be retained 
for the year-long drive. 


SALES MANAGEMENT 
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Macs Doesnt 


“This Great Country of Gurs P caikien Py recious Freedoms Pr event Va fl 


and a Standard of Living Unmatched by Any Other * Reaching Goal 
Nation — Many Opportunities for Young People tae) ine 
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AMER A’ AMERICA‘ 


THE -/lowe GRIT 
FAMILY SECTION 


| Waking Amore Guat) 


ICK JOHNSON wouldn't sdrmit defeat. Fourtre ears ore 
folks in iittie Cooperstown N D. had gutnered on fhe te 
watch tum, « 16-year-old & tein to fy. No wel 

Y mg trecurd as a Secor Ww $ War fier behind bin 
ment h swed 


t was Septet 948. & e t and a ars 


ales, ent 2 “age Devtan, O. John was ready to assault the well 
speed mark. Taking off in his super streamiimed jet propelled & 
with sw back ‘ ° ° . 
\ 4 
ee ve GRIT is proud of this new section, 
passes OVE the 
airport A hur 
dred thousand 
persons ga ee 
tr sur 


designed to help keep our nation great. 
It sings the stories of Americanism, 
American heritages, ideals, institutions. 
It visualizes “The Miracle of America’, 
to quote the keynote phrase of the 
Advertising Council. The new GRIT Family 


that day. Mainly 
because of faulty 
Siesing by official ~ 


oun en, aera enas Section shows, with convincing proof, 

iS se mete kts, Seteree ’ . } 4a 
outa aa = my that “Democracy Works Here... if we 
Sean me =, >but count our blessings”. m* 
1 far from t n 


"y — With Comic, Women's, News and Story 
“i, Sections all better than ever, and with 
many new features in its new Family 
Section, GRIT meets the complete needs 
: of reader and advertiser. 


Through sleet rpdoedirg Lone 
_ “in Charles A Lindberg ared 
me ever the yawning Atlan 
Night —— i he eavily _— the 


The transition of GRIT Small Town America's 


continues—always Greatest Family Week- 


young, vigorous, ly with more than 


‘modern to the times’. . eae Sb apr e) 650,000 circulation. 
GRIT PUBLISHING CO, WILLIAMSPORT, PA. 
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‘The toy campaign reached its peak 
during the Christmas shopping season, 
but the groundwork was laid last 
summer, when the first of two “Buy- 
ers’ Check Lists” devoted to toys was 
mailed to store buyers. In vertical 
format, measuring 9 by 37¢ inches, 
each of these attractive booklets con- 
tained 60 or more catalog-style illus- 
trations and descriptions of evaluated 
toys sold under the Styron label. ‘The 
label, together with some of the toys, 
was shown on the cover, with the 
slogan, “Demand ‘This Hallmark of 
Confidence.” Included in the text 
under each illustrated toy was the ap- 
proximate retail price and the name 
of the molder and distributor. 


Styron Story 


‘The booklet, “Fast Selling Toys,” 
in telling the Styron story to dealers 
states: “Santa has switched to Sty- 
ron! A wise man is Santa! He knows 
what makes toys than win the favor 
of children—and parents, too! He 
knows that toys made of America’s 
favorite plastic—Styron (Dow Poly- 
styrene )—will steal the Christmas 
show. Styron’s qualities combine to 
make toys that are sure to win sales. 
‘They're bright and gay, light weight, 


ADVERTISING 
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pleasant to handle, easy to keep clean 
—they don’t chip or peel because 
Styron’s color is built right in.” 
Simultaneously the trade was being 
informed of the forthcoming cam- 
paign through advertising which ap- 
peared in such magazines as Toys 
and Novelties, Syndicate Store Mer- 
chandiser, and Chain Store Age. 
‘These advertisements mentioned and 
illustrated the Check Lists, and also 
showed products evaluated and en- 
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titled to bear the Styron label. In 
these advertisements, the same cata- 
log-type treatment of illustrations and 
copy as that in the Check Lists was 
employed. 


Dow Dealer Helps 


As the campaign progressed, re- 
tailers were informed through direct 
mail and publication advertising of 
the materials available from Dow for 
special store displays to be put on in 
the Christmas shopping. season. 
Among these were window banners, 
section cards, bin markers, landscape 
cards, and posters reproducing the 
consumer copy on toys, which was to 
appear in national magazines about 
the time the displays would be in the 
stores. In each instance, the material 
included an enlarged reproduction of 
the familiar Styron label, together 
with appropriate Christmassy designs 
—holly wreaths, Christmas trees, toy 
blocks, a parachuting Santa Claus, or 
a Jack-in-the-Box boy. On some ban- 
ners and posters, the word ‘Toys’ 
was spelled in letters representing 
children’s toy blocks. 

The space devoted to toy copy in 
consumer magazines was generous, in 
comparison with toy advertising in 
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general, and remarkably large in the 
light of the source, the producer of 
the raw materials of which the manu- 


factured items were made. ‘There 
were half-pages in five issues of The 
Saturday Evening Post, beginning 
November 6; in two November issues 
of Collier's, and in the November and 
December issues of Good Ilousckee p- 
ing and of Parents Magazine. These 
advertisements, in color, followed the 
same lines as those in business paper 
copy, showing actual products with 
brief factual descriptions, approxi- 
mate retail prices, and the name and 
address of the manufacturer and dis- 
tributor. The label was prominently 
featured in each advertisement. In 
addition to the toys, there were also 
illustrations showing children under 
Christmas trees unwrapping presents 
or peeping downstairs from behind 
banisters. Mounted on Christmas 
poster background cards, these adver- 
tisements were subsequently used in 
retail window displays. 

Retailer response is indicated by 
the fact that nation-wide promotions 
were staged in W. T. Grant’s 488 
stores, 250 Kress stores, and all units 
of the Kresge chain. 

How does a program of this kind 
help the toy manufacturer? For one 


thing, he gets the benefits of national 
advertising without having to pay for 
it. He has advance knowledge of the 
advertising insertions featuring his 
particular product or products, in 
time to inform his sales representa- 
tives—so that they, in turn, may ad- 
vise retailers to stock up. He is given 
point-of-sale and display ideas by 
mail. He knows in advance when his 
product is to be included in chain 
store and department store promo- 
tions. ‘The Check List, showing and 
describing his products, keeps his 
name before 31,000 buyers and helps 
open the door to his salesmen for 
calls on the trade. 


Yes, Sales Increase 


Vaughn Buckley, sales manager of 
the Plastic Art Toy Corporation of 
America, East Rutherford, N. J. 
manufacturers of the popular Alice- 
in-Wonderland tea sets and_ other 
Styron toys, credits the Dow toy pro- 
motion with the addition of many 
new customers to the company’s ros- 
ter. “While it would be difficult to 
break our sales figures down to show 
which were the results of the Dow 
effort, we can say very definitely that 
their program extended beyond our 
planned distribution and was respon- 


sible for an enormous increase in toy 
sales,’ says Mr. Buckley. “As a 
matter of fact, we were unable to 
take care of the demand created. 

“The most striking part of their 
program,” continues Mr. Buckley, 
“and the part which gave us a meas- 
uring stick as to its impact is the 
consumer interest it created. In the 
year since the Dow program began, 
it reached out beyond the trade and 
made the consumer conscious of Sty- 
ron toys. This is substantiated by the 
hundreds of letters we received direct 
from consumers.” 

It has always been the weakness 
of the toy industry to suffer from sea- 
sonal doldrums. Last year 78 manu- 
facturers of toys participated in 
Dow’s promotional programs. (A 
much larger number of makers of 
housewares was represented, and hun- 
dreds of houseware items have been 
evaluated. In all, 21,000,000 labels 
have been affixed to consumer prod- 
ucts made of Styron.) In 1949 Dow’s 
advertising budget will be increased, 
and the merchandising campaign will 
be expanded in all its phases. If the 
company succeeds, even to a limited 
degree, in lifting toys into the “year- 
round-sales” class, it will earn the 
good-will of the entire industry. 


ole is a busy ol’ soul... 


Me 4:30 AM—up before dawn 

Ys 5:00 AM—on the air 'til 9 

© 9:00 AM— meeting with 

D4 visiting farmers 

7s¥ —- 10:30 AM—shave and breakfast 
11:45 AM—on the air ‘til noon 


g 12:15 PM—on the air ‘til 12:30 
12:45 PM—quest speaker at 
United Nations Club 

{14 1:30 PM—quest speaker at 

aa Youth Luncheon 

‘S) 2:45 PM—50 miles to Shelby, N. C., 
" for County Fair meeting 

*K 4:30 PM—75 miles to Monroe, N. C., 


NS © for Civic Club directors’ meeting 
\. 7:00 PM—quest speaker at banquet 


8:30 PM—emcee of 
Civic Club jamboree 


11:15 PM—25 miles back home 
12:20 AM—to bed at last 
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Being king of radio personalities in the Carolinas 

is a full-time job, 20 hours a day. No time for fiddlin’ 
around, as you can see by this log of a typical day* 
in the life of Grady Cole, WBT farm director. 

Makes it easy to understand why Cole is king 

in the Carolinas...all the time. On the air 


4% hours each weekday, his average share of the 


Charlotte audience in all Hooperated periods is a 


royal 59% —44% better than all competition combined.t 
And outside, in 94 other counties, Grady Cole 
has virtually no Charlotte competition. If you’d like 


an audience with his majesty—and his majesiy’s 


tremendous audiences— Radio Sales will be 


glad to present you. 


Jefferson Standard v y B > rm Company 


50,000 watts « Charlotte, N.C. «+ Represented by Radio Sales 


*Jonuary 11, 1949 +Special C. E. Hooper Report, Oct. 1948—Jan. 1949 


Twelve Ways to Give a Raw Deal 
To Your Distributors 


BY H. H. CARNAHAN © The Medical Arts Supply Co.* 


Here's a long, loud squawk, complete with chapter and 
verse, about certain shortsighted policies followed by some 
manufacturers, which discourage the development and 
maintenance of sound relationships with the middleman. 


Are manufacturers embarked on a 
suicidal policy in their dealings with 
their distributors? All evidence indi- 
cates it. 

Since the end of the war, manufac- 
turers repeatedly have attempted to 
maintain their own margins of profit 


tors, wholesalers, or jobbers. Why 
then are manufacturers giving dis- 
tributors a kicking around? 

In one small unit of distribution, 
some 250 active ‘middlemen’ dis- 
tribute some 15,000 items to a well 
defined group of 350,000 buyers. Per- 
haps 300 manufacturers supply them. 
Many of them also sell direct. Obvi- 
by reducing the compensation earned ously some items are best sold that 
by distributors for performing in- way. But how much does it cost 
dispensable services for them. manufacturers to handle these direct 

Manufacturers, themselves, obvi- 
ously recognize the value of the dis- 
tributor. Almost 75% of all manufac- 
tured goods are sold through distribu- 


*Distributors of physicians’, surgeons’ 
and hospital supplies in Huntington, 
W. Va. 


We haven’t got the World by the tail, Sut... 
We have got the TOP market in Indiana and the Midwest 


GARY 


*(Sales Management Retail Sales 
Forecast, March 1, 1949) 


METROPOLIS OF INDIANA INDUSTRY 


1. Home of the largest steel 
mills in the world. 


2. Center of a $500,000,000 
market. 


4. Second largest city in Indiana, 
as well as second largest with- 
in a 100-mile radius of 


Chicago. 


1. Highest rating in Indiana for 
retail sales opportunities on a 
per capita basis.* 


5. Highest rating for any city in 
the North Middlewest states.* 


Now Available: Market Guide for the 
Gary Trading area. Current, essential in- 
formation: Population, buying power, re- 
tail outlets and other data important to 
planners of sales and advertising. Ask 
our national representatives or write this 
new spaper. 
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No representative of any CHICAGO Newspaper can sincerely 
claim that his newspaper can give you adequate family circulation 
penetration or effective trade influence in the Gary Trading Area. 


The GARY POST-TRIBUNE 


Gary's only newspaper 


is home delivered six evenings a week, to more than 95% of the families 
in the city zone, and to an average of better than 80% of all families 


in the entire Gary Trading Area. 


This is more than double the effective family coverage of all Chicago 


daily newspapers combined in this area. 


In this market no other medium even approaches the family circulation 


penetration or advertising effectiveness of The Gary Post-TRIBUNE. 


National Advertising Representatives: BURKE, KUIPERS & MAHONEY, INC. 
New York * Chicago * Atlanta * Oklahoma City * Dallas * San Francisco * Los Angeles 


For best results ADVERTISE ADEQUATELY in newspapers 
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OF EVERY ORDER PRINTING NEED 
ALWAYS SPECIFY 


KROMEKOTE 
For excellent reproduc- 
tion with catalog covers, 
post cards and inserts, or 
for packaging and label- 
ing quality products, this 
cast coated stock is ideal. 


SATIN REFOLD ENAMEL 
Meets every requirement 
for quality publication and 
advertising printing— 
thanks to top-grade enam- 
el coating, folding strength 
and its receptivity to ink. 


WEDGWOOD OFFSET 
Superiorin color, finish, and 
printability, this paper is 
unexcelled for fine lithog- 
raphy. It is available in 
a wide variety of weights, 
sizes and special finishes. 


Chm 
& 


When you specify Champion paper—of any grade, in any quality — 
you can depend on its punctual delivery to your printer. And that’s 
a big reason why big national advertisers specify Champion papers 
for top-quality printing. 

Punctuality and dependability are only a part of the Champion 
tradition of fine paper making. They are possible only because 
Champion keeps rigid control over its manufacturing—from forests 
to finished paper. That close control, of course, is an important 
reason for the fine, unvarying quality of Champion papers. A good 
reason why America orders 2,500,000 pounds a day. 


Mills at Hamilton, Ohio; Canton, North Carolina and Houston Texas., 
District sales offices: New York * Chicago * Philadelphia 
Detroit -@ St. Louis e 8 6Cincinnati 3 Atlanta » San Francisco 


ARIEL COVER 
Particularly effective for 
catalog covers, cards and 
displays. Available in 
white and eight colors, 
and in various weights, 
sizes and special finishes. 


SPECIALTY PAPERS 
Champion's specialties in- 
clude bonds, business 
papers, envelope, post 
card and papeteries .. . 
all excellent reasons for 
you to specify Champion. 


WHATEVER YOUR PAPER PROBLEM . 


Sts « Challenge to Champion! 


THE CHAMPION PAPER ND FIBRE COMPANY, GENERAL OFFICES, HAMILTON, OHIO 
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ADVERTISEMENT 
Getting Ahead in Business 


Mr. Thomas J. Harris has been appointed 
manager of international cargo sales for 
American Airlines. Mr. Harris regularly 
reads The Wall Street Journal. He is 
one of the 34,563 sales executives of 
American industry (of a total audience 
of 223,641 business leaders) who depend 
on the vital news presented in America’s 
only national business daily. 


tions like these 
seve bothering you 


© ARE WE OVERLOOKING RICH 
MARKETS? 


© ARE WE GAINING OR LOSING 
ON OUR COMPETITION? 


® WHERE ARE OUR CUSTOMERS? 


® DOES OUR SALES FORCE KNOW 
OUR PRODUCT? 


® 1S OUR SALESMEN’S COMPEN- 
SATION PLAN ONE THAT EN- 
COURAGES “PRODUCTIVE” 
CALLS? 


let us tell you how you can get definite, 
honest answers to these and other important 
questions. Don't guess during these times— 
“Act on Fact." Send for our bookiet “Act on 
Fact,” or wire, write or phone for one of our 
officers to counsel with you without 


obligation. ” 
GOULD, BROWN & SUMNEY, Inc. 


MARKET RESEARCH SALES ANALYSIS 
SALES PLANNING 


319 S$. PLYMOUTH CT. * CHICAGO 4, ILL. 
PHONE: WAbash 2-7604 
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sales? Is it more or less than the nor- 
mal distributor’s mark-up? Remem- 
ber, the manufacturer who sells direct 
bears the charges for service, financ- 
ing, and promotion. 


History of Relationship 


The history of post-war relation- 
ships between manufacturers and 
their distributors is a history of re- 
peated injuries and usurpations. “To 
prove this,” in the fighting words of 
the Declaration of Independence, “let 
facts be submitted to a _ candid 
world.” 

Mr. Manufacturer, I submit on 
behalf of distributors that you have: 

1. In many instances, deliberately 
lowered the distributor’s allowance, 
or wage, or discount, as you may 
call it. 

2. Increased your price to both dis- 
tributor and the ultimate consumer 
by the same amount in dollars in 
place of percentage-wise. This results 
in a lesser percentage wage to your 
distributor. 

3. Started a split policy of accept- 
ing large profitable orders direct, 
leaving less profitable orders to the 
wholesaler. 

+. Failed to pre-pay carrying 
charges on shipments of back orders 
of which you still have an unusually 
large number, resulting in extra ex- 
pense to the distributor. 

5. Forced distributors to carry 
larger stocks because of interruption 
in your production and delays in 
transportation. 

6. Declined to make service drop 
shipments or made them at a lower 
margin of profit. 

7. Obligated the distributors to 
service accounts from stock in small 
lots pending delivery of large ship- 
ments sold hy factory representative. 
These large shipments carry a very” 
low handling allowance and manufac- 
turer expects distributor to supply 
fill-ins at same price, which often is 
almost at cost. 

8. Changed, in some __ instances, 
from delivered prices to F.0.B. factory 
prices, expecting distributors to ab- 
sorb the carrying charges. 

9. Quoted prices in literature and 
advertising without mentioning that 
the price is F.o.B. factory. 

10. Offered larger unit sales and 
required distributors to accept smaller 
handling profit. 

11. Forced distributors to contract 
for future deliveries many times far 
in advance with no guarantee as to 
price and floor stock adjustment. 

12. In many instances discontinued 
cash discounts, which cases represent 
50% of the distributor’s net profit. 

These, then, are the grievances 


against manufacturers. We ask you 
for redress of wrongs. 

There is only one reason given by 
manufacturers when asked why they 
take any one of these actions: The 
distributor is doing a much larger 
volume of business and therefore can 
afford to distribute the manufactur- 
er’s goods for a smaller margin of 
profit. 

Personally, I have not heard of 
any manufacturer, even though he is 
paying greatly increased wages, who 
has stated that his employes are pro- 
ducing more units per man hour. It 
also holds true that the distributor’s 
employes are on the average less efh- 
cient. 

It is understandable for a manu- 
facturer to hold price advances to a 
minimum, these advances _ being 
brought about by increased costs of 
the manufacturer. 


Has Increased Costs 


But no one would be foolish 
enough to say that the distributor has 
not experienced many increased costs. 
Let us list a few that are unavoid- 
able from the distributor’s stand- 
point: 

1. His wage rates have been in- 
creased the same as those of the 
manufacturer. 

2. He has been forced to increase 
his number of employes because of in- 
efficiency of employes and a shorter 
work week. 

3. In the more technical lines, his 
salesmen have received more than 
normal pay increases. 

4+. The traveling expenses of his 
salesmen have more than doubled. 

5. His automotive equipment costs 
have nearly doubled. 

6. All freight, express and truck 
charges are up. 

7. Rent and most public utility 
charges have increased; the rent in- 
crease in case of new leases is great. 

8. Shipping containers, packing 
material and office supplies have sub- 
stantially increased in cost. 

9. New office equipment, stock 
handling equipment and maintenance 
of properties have increased in cost 
to an extent certainly worth consid- 
ering. 

10. Obsolescence of products is at 
a much faster pace than ever before, 
in many cases leaving the distributor 
holding the bag. 

Can the manufacturer afford to be 
without distributors? If not, then 
why should the manufacturer take 
action that results in a halt-starved, 
disgruntled and unenthusiastic repre- 
sentative doing a half-hearted job. If 
the manufacturer would act accord- 
ing to the Golden Rule, he would 
have a representative to be proud of. 
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Promotion 


"The Fifth Dimension" 


True Story, 205 East 42nd Street, 
New York 17, N. Y., has an inter- 
esting promotion piece—a study of 
sper market shoppers. ‘he study, 
titled “The Vifth Dimension,” turns 
a spotlight on these shoppers in terms 
of who they are, where they live, 
what they buy and the money they 
spend for products. Research for the 
study was conducted in 16 super mar- 
kets, 10 in Springfield, Mass., and six 
in Youngstown, O. Well over 1,000 
baskets of groceries were inventoried ; 
better than 26,000 individual pack- 
ages were inventoried, and 85 differ- 
ent kinds of products were tabulated. 
Almost 1,000 families were also 
queried in a random sample of both 
cities, at the same time. 


Market Data—South Bend 


South Bend is called ‘Test ‘Town, 
U.S.A.,” because The Bureau of the 
Census United States Department 
of Commerce, in 1939 designated St. 
Joseph County (South Bend) and 
Marshall County which adjoins it, as 
the two most typical American coun- 
ties. Now the South Bend Tribune 
has issued another of its informative 
market data booklets, using figures 
from S.M.’s Survey of Buying 
Power, which contains statistical 
matter on such facets of the market 
as population, retail sales, buying 
power and income, newspaper circula- 
tion, and _ industrial employment. 
Copies are available from the news- 
paper's Promotion Department. 


Your Newspaper... 


. . . how well do you read it? The 
New York Herald Tribune has com- 
pleted a year’s study and planning, 
devoted to the production of a booklet 
on how to read, evaluate, and get the 
most out of your daily newspaper. 
The finished product, recently issued, 
makes an interesting and valuable 
book. It is cleverly illustrated with 
cartoons and quarries such bedrock 
material as how to fold a newspaper, 
aims of reading, how a newspaper is 
organized, and reading with a plan. 
From there on the text dips into such 
subjects as how to evaluate the news- 
paper you read, how and why news- 
papers differ, the philosophy of a 
newspaper. The booklet is, in the last 
analysis, a textbook on newspaper 
reading. Write George H. Allen, pro- 
motion manager, Neu’ York Herald 
Tribune. 
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Community Survival 


The initial steps in the compilation 
of “Community Survival,” circular 
663, University of Illinois, College 
of Agriculture, were taken by The 
Daily Pantograph, Bloomington, III. 
The booklet is the fruit of a program 
of community development, and is a 
vital study on community betterment 
programs and of five Illinois towns 
which sought to insure their future 
through intelligent planning. ‘The 
story of the five towns is told by H. 
Clay Tate, editor of The Daily Pan- 
tograph. 


Consumer Panel 


‘The Houston Chronicle has com- 
pleted Report Number One of the 
Houston Consumer Panel, conducted 
for the newspaper by Alfred Politz 
Research, Inc. With Houston grow- 
ing at a phenomenal rate, this con- 
scientious study of the distribution of 
products and brands among Houston 
consumer households of such items as 
foods, automobiles, alcoholic beverag- 
es, radios, etc., is of especial interest. 
The book is tab-indexed for easy ref- 
erence and brand preferences are 
broken down by percentages. 


The Deseret News 


GAINED 


229,558 LINES 


IN JANUARY 
Other Salt Lake Papers LOST 


THE DESERET NEWS 
(Eve. and 


Figures from Media Records 


Linage Gains or Losses for 


Jan. 1949 vs. Jan. 1948 


Sunday) GAINED 229,558 
S. L. TRIBUNE-TELEGRAM* 


Tribune (Morning and Sunday) 
LOST 75,090 


Telegram (Evening ex. Sunday) 


LOST 199,496 


“Forced comb. in some classifications 


These figures point 


up a trend... a sig- 
nificant change that is 
taking place in the 
newspaper advertis- 
ing picture in the 
Mountain West. 


The Deseret News 
gained in all classifi- 
cations — general, 
retail and classified. 


The Best Newspaper Advertising Buy 
in the Mountain West 
MORE THAN 85,000 — DAILY AND SUNDAY 


Che De 


t Nems 


SALT LAKE CITY, UTAH 


National Representative: Cresmer & Woodward, Ine, 


él 


ARE YOU MISSING 
YOUR CUE ON THE 
PACIFIC COAST? 


ALT 
errr 


“ag 


Doy’rer your Pacific Coast radio campaign fall flat by miss- 
ing your cue for maximum sales! Buy the Don Lee Network of 45 stations and get maximum sales out 
of the market where more than 13% million people spend over 14% billion dollars a year in retail sales. 

Tue Paciric Coast ts Bic! It covers 323,866 square miles, contains 133 counties, extends 1,352 miles 
from Mexico to Canada. Only Don Lee, with 45 local network stations, has enough stations to cover 
this vast area thoroughly — nearly as many as the other 3 Coast networks combined! 

Paciric Coast rapio Is Different! Mountains up to 15,000 feet high surround nearly every market 


and make long-range broadcasting unreliable. People listen to their own local network station, within 


LEWIS ALLEN WEISS, President WILLET H. BROWN, Exec, Vice-Pres. * WARD D. INGRIM, Dzrector of Advertising 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA * Represented Nationally by JOHN BLAIR & COMPANY 


Of the 45 Major Pacific Coast Cities 


ONLY 10 3 7 25 

have stations have Don Lee have Don Lee have Don Lee 
of all 4 and 2 other and 1 other and NO other 
networks * network stations network station network station 


will | AE 


SALES MANAGEMENT 


62 


their own buying market, rather than to out-of-town or distant stations. When you buy Don Lee, your 
message is released within 45 of the Pacific Coast’s leading buying markets. Don’t miss your cue for 


maximum Pacific Coast sales by radio. Sell the whole big, wealthy Pacific Coast with Don Lee! 


-- DON LEE STATIONS ON PARADE ——-———-—-—-—------ 


KDB—SANTA BARBARA, CALIFORNIA — Serving the rich Santa Barbara and Ventura areas as 


a Don Lee affiliate since 1931, KDB is Santa Barbara's First station. Recently completed new facilities 
also make it Santa Barbara's most modern station. Another one of 45 good reasons why Don Lee is first 
choice to cover the Coast. 


BROADCASTING SYSTEM 
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the Sun-Times 


the Sun-Times...moves...the goods 


imlonce... furnit 
oo LUFNITUre 
= ove nny bg Chicago’s retailers of furniture and home furnishings measure 
ily Furniture o eal 
Fy a = newspaper advertising power by RESULTS at the cash register. 
Mos. Ames. ......88% In 1948 they chose The Chicago SUN-TIMES to carry almost half 
retina iri of all their daily newspaper advertising linage. These merchants 
TOTAL CIRCULATION know the Chicago market intimately. The Daily SUN-TIMES 
rag age ete is their consistent first choice for broad coverage, high ad-visibility 
6 4 3 , 3 3 g and response that pays off at the cash register. Why not profit 
From aoe, 9/308 by their experience in making up your Chicago newspaper schedules? 
Cc H a SO 
* 
Sn Chicage...the SUN TIMES wu the goods | 
THE PICTURE WEWSPAPER 
64 
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| PICTOGRAPHS 


Planned by Philip Salisbury, Editor, and designed by The Chartmakers, Inc. 


lf you stand still UU ANS WUsedWawr 


The Cleveland Press maintains a consumer panel of 500 typical Cuyahoga 
County homes, and housewives record their day-to-day purchases. The ups 
and downs in consumer preferences spell headaches for sales managers. In 

L the relatively new field of synthetic soaps (detergents) they are most ex- 
treme, but even in long-established classifications there is evidence that very 
few consumers remain wedded forever to a specific brand. 


| 41.4 


Note what happened to Vel and Dreft BRANDS BOUGHT, FAB 
after P. & G.’s Tide started to roll—and IN PERCENTAGES 9 


then how C-P-P counter - attacked 
successfully late last year with Fab. 


a | 


36.0 


13.3 


6.2 


eo 4. 98 29 198 


23.7 
19.5 


15, 


ve. | * 


OCT NOV DEC JAN FEB MAR APR MAY JUN JUL AUG SEP 


PICTOGRAP 
patree Source. Cleveland Consumer Pane! 12 months ending 8-30-48, the Cleveland Press. 
Salta WaxxGement 
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IT'S EASY WITH 
THE RIGHT COMBINATION! 


Like the RIGHT jockey on the RIGHT 

THE horse, the advertiser who uses BOTH Mem- 

ERCIAL APPEAL phis Newspapers to cover the I!/2 billion 
COMM dollar Memphis Market will find that it's the 
MEMPHIS RIGHT combination for the RIGHT results, 


Pp R E S S 2) S [ | M | T A R with the winner's wreath plus an extra purse 


of 13c per line optional combination rate 


s-Howard Newspapers = | savings waiting at the end of the home 
° 3 stretch! 


Scrip 
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8 out of 10 women are IMPULSE BUYERS 


When women go to food stores, 54% have a list, and eight out of every ten of these women 


make unplanned purchases, according to reports from members of the Batten, Barton, Durstine 
& Osborn National Panel of Consumer Opinion. 


Why ? Most of the reasons add up to mean three things, (1) good display, (2) good store 


arrangement, (3) proper pricing. 

The reasons mentioned by 10% or more of the women: 

REMINDED OF NEED iL 
| | 


SAW DISPLAYED 


Ee 
ON SALE OR REASONABLY PRICED HEEL 


| 
ESPN 
a 


LOOKED ATTRACTIVE —APPEALING 


a ae 


FORGOT TO PUT ON LIST 


[eee 


BOUGHT FOR RESERVE 


es 1277 All 


SAW SCARCE ITEM 


12”. r 
REMEMBERED ITEM WITHOUT LIST 
ES 107 “- 


SHE DOESN'T BUY 
EVERYTHING ON HER LIST 


More than half. of the women who shopped in person from lists did not purchase from one to 
five of the items on their lists. Most frequently it’s because “out-of-stock.” 80.5% of the 
reasons had something to do with out-of-stock : 


OUT-OF-STOCK 


2 a 
qitiees: qrtiee erserer 


STORE DOES NOT CARRY BRAND DESIRED 


b } S 8.9% 


TOOK SUBSTITUTE ITEM "'Out-of-stock’”’ to a woman 


b } 6.8% may mean no more than 


“out-of-sight,’”’ but ‘out-of - 
DID NOT SEE ITEM ANYWHERE IN STORE 


sight” usually means “‘out- 
beak, “9 of-mind.”’ 
DIDN’T HAVE DESIRED SIZE 


ee 4.5% 


PICTOGRAPH BY Source: “Food Staff Presentation No, 14,° B B D & O, February 1949 = 
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weeeeer errterers Gb ereirer: 


Your advertising should blanket the area .pu 


EWSPAPERS Cleveland’s largest 


AICH. 
. PEN 
OHIO 


Total circulation in area—275,244 (Audit Bureau of Circulations) 


Does your advertising blanket your distribution areas? [look 
It should. Are your salesmen, your distributors, your |med 
dealers getting the advertising support they deserve? [thre 


They should. One advertising medium can’t be over- [thre 


Ue cr wae eae Nation's largest 


Total circulation in area—548,927 Source available on request) 


i. put does it? 


‘as? Hlooked if these are your advertising objectives. That 
our {medium is SPOT RADIO. ... For example, here are 
‘ve? |three maps displaying the intensity of coverage of the 


ver- [three principal advertising media in the Cleveland area. 


Soy 


WTAM is just one example of the complete 


market penetration of stations represented by 


2 ammems Cleveland's leading station—WTAM 


NBC Spot Sales. For a set of seven attractive 
I-page folders showing similar analyses of the 
* . markets listed below, call your nearest: NBC 
CLEVE AND Spot Representative, or address a card or letter 
tee to NBC Spot Sales. 30 Rockefeller Plaza, New 

York 20, New York. 


New York . ..... . WNBC 
Chicago . ....-.. WMAQ 
Cleveland . . ~ « « « WTAM 
Washington . ee + © ae 


San Francisco . . . . . . KNBC 
ee ss we Se ee Ki 
Schenectady. ...... WGY 
LEGEND 

) Total aud‘ence in area (daytime)—902,470 (ams) M5010 100% of total families reached 


M25 49% of total families reached 


LJ 10 to 24% of total families reached 


Z 


SPOT SALES 


NEW YORK + CHICAGO + HOLLYWOOD «+ CLEVELAND +» WASHINGTON «+ SAN FRANCISCO + DENVER 


red ( 


How to interest dealers by ADVERTISING 


Dun & Bradstreet interviewed 355 representative retailers, asking them a number of questions 
about their readership of business and other magazines. They found, for example, that the 
average dealer reads two and one-half trade publications thoroughly, that 78% pass on copies 
to sales people in their organizations. 


When asked, “Which features of (trade or general) 
publication advertising of manufacturers are most 
helpful and informative to you?” the 355 dealers 
made these responses about trade papers: 


NEW PRODUCT INFORMATION 


SELLING FEATURES OF PRODUCTS 


PRICES AND PRICE CHANGES 


‘Sains semaniascean 


SELLING SUGGESTIONS FOR SALES PEOPLE 


en ee 


SUGGESTIONS FOR POINT-OF-SALE TIE-IN 


ee 


ADVANCE ADVERTISING PLANS 


cme 


PROFIT POSSIBILITIES 


———ae 


HOW TO DEMONSTRATE 


ae 


TURNOVER TO BE EXPECTED 


eee 


SERVICE POLICIES 


SS 


MFR’S PRODUCTION FACILITIES 


eS 


WHOLESALING FACILITIES 


ee 


Source. “Dealer Opinion on Types of Merchandising Assistance, the Associated Business Papers, Inc. OKERS 
0B 
PICTOGRAPH BY 4 
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i is ie is as le li Gl Ss Ma lh tl ct did Miso 


ADVERTISEMENT 


abstste loved: No. 26 © 


, wd nin Hind Heaeait Ciames abies ean BE oe te 


ARE YOU PLANNING TO GET YOUR SHARE 
OF INDUSTRY'S PROPOSED EXPENDITURES? 


Industry's 1949 plans call for an investment 
of some 14 billion dollars in new plants and 
equipment. The bulk of this sum is ear- 
marked for replacement and moderniza- 
tion—a program aimed at improved pro- 
ductivity and reduced manufacturing costs. 
The chart below shows how much 12 
major industries expect to spend next year, 
and how these 1949 dollars compare with 
1948's. If your product sells to any of these 
industries the figures can serve as an indi- 
cation of your sales potential for ‘49. 


These findings are taken from a nation- 
wide survey conducted by McGraw-Hill'’s 
Department of Economics. The full report, 
covering industry's proposed expenditures 
for the years 1949-1953 is available in a 
12-page booklet 
entitled, ‘Business’ 

Needs for New 
Plants and Equip- 
ment.” We will be 
glad to send you a 


re z ai 


4. A. yt aA 3 i 


200. 300 400 500 


foo 700 88000 1009 109 aD 


MILLIONS OF ovat 


McGraw-Hill Publishing erat Ine. zi 


330 West 42nd Street, New York 18, N. ¥. 


Be One of sain of evernements hat serve ot ouide-pot to busineu 


ie ils sae a Sih i ic in find ml dis 2S id Hs Ms ccs a a le a Mi ll sd sa gee 


ADVERTISEMENT 


INCOMES IN AMERICA’S _- ne ove 
FASTEST-GROWING CITY = 


7,500 - 9,999 = 

Houston in 1940 had 193,400 people; today the figure is cS Se 
624,000. The median income of the heads of Se Se 
households, according to a survey by Se Se 
Dr. Alfred Politz, is $3400. SS |S 
5,000 - 7,499 \==4 S43 

5 Ee 


INCOME GROUPS 4,000 - 4,999 = 


—— 

awe 

Se 

S 

Sz 

—— 

cee 1,500 - 1,999 = 
$3,400 


ahhh 


thy 


2.9% . 
ka 
Source: Continuing Consumer Panel of Houston Chronicle Fe IN ‘EACH GROUP awe > a 


Public Works LOG JAM May Be Broken 


During the last ten years there has been relatively little public works building. States and 
municipalities have been holding up on their appropriations and reserves until (1) prices were 
lower and (2) a “shot in the arm” might spur lagging trade and employment. 


This might be the year for at least a big start in getting at the $100,000,000,000 backlog of 
needed public works piled up for states, counties and cities. This is the estimate of the Federal 


Works Agency, and doesen’t include any Federal projects. nine 
illion 

: Ss 

Here’s what the United States needs: 2 

HIGHWAYS 7 
RECREATIONAL PUBLIC HOSPITALS SCHOOLS zi 

FACILITIES BUILDINGS eawens : 

PUBLIC SERVICE WATERWORKS 
PLANTS AIRPORTS 
8.5 9.5 10.5 
2 2.5 3.5 3.5 Billion Billion Giion 
Billion Billion Billion Billion = S y 

PICTOGRAPH BY Source: U.S. News & World Report 1-7-49 QRERS 
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New Books for 
Marketing Men 


Books reviewed or mentioned in_ this 
column are not available from SALES 
MANAGEMENT. Please order from your 


book store or direct from the publisher. 


Greater Seattle Housing Market Sur- 
vey. By Bureau of Business Research, 
College of Business Administration, Uni- 
versity of Washington. Published by U of 


Won bce See (ee There's A BIGGER 


This loose-leaf book, the result of a 


survey sponsored by the Mayor’s Housing x 
Committee of Seattle, and financed by 
various Seattle companies and associa- 


tions, is a report on Seattle’s housing 


market. Such subjects as demand for as : r 
housing, price of house, down payment ‘i vis In The 


buyers are prepared to make for houses, 
price of house related to down payment 
and monthly payments, have been exten- 
sively dealt with. There are sections de- 
voted to veterans in the housing market, 
and a housing inventory by rental rates 
and family income. This is a comprehen- 
sive study of the housing picture in one 
of the important cities of the Pacific 
Coast and is being used as a guide by 
builders architects and manufacturers in 
all sections of the country. 


F 
se 
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Among 1|42 diversified concerns in this 


Brass Hat or Executive, by Lester B. Be Spo rich market some of those with sub- 
Miles, Ph.D. Published by Wilfred Funk, ; ‘ 1 ° 5S 
Inc. Price, $2.95. ; t’ #; stantial expansion plans underway in- 
Dr. Miles created something of a stir se clude: 
in business circles previously with his 
i heen Cluett, Peabody & Co., Inc. 


book, It Pays To Be Lazy. In his new 
tome he's offering a “thinking guide” for General Electric Co. 
(Waterford plant) 


management men who preter to be 

progressive executives, and an advance- 

ment plan for young men on the way up. Behr-Manning Corp. 

No collection of weighty platitudes, his 
Allegheny Ludlum Steel Corp. 
W. & L. E. Gurley 
West Virginia Pulp & Paper Co. 


new book makes the most of proven, 
practical, psychological applications, com- 
bines them with opinions, advice, and 

New York Power & Light Corp. 
(Coke division) 
The Troy Savings Bank 


suggestions which Dr. Miles garnered 

from leading business executives. 
Bendix Aviation Corp. 
(Marshall Eclipse Div.) 


American Motors, Inc. 
The Record Newspapers 


epee 
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The Slogan in Modern Advertising. By 
Emanuel Faltz. Published bv Association 
of National Advertisers. Price, $2.00. 


This paper-bound analysis was origin- 
ally written as a thesis presented to the 
faculty of the Graduate School of Busi- 
ness Administration, New York Univer- 
sity, by the author—a member of the Ad- 
vertising Department, Calvert Distillers Ee : , 
Corp. The book’s aim is to clarify the : SR fe ; To get your share of the increased buying 
subject of advertising slogans by putting od: ; power in this ever growing market, advertise 
the best statistical and historical ma- | rats ae in these newspapers which provide 99.8 per 
terial in one volume, and further increas- ‘ ; 4 cent coverage in the A.B.C. City Zone of 
ing its value through the author's com- a - Be ae | 122,000 consumers . . . 2,000 retail outlets 
mentary. p= Se es . . . $189,325,000 net effective buying income 

¥ 2 es . - . One medium at one low cost of I6c 
Creative Selling to Building Products , te see per line. 
Customers. By Arthur A. Hood. Pub- +4 
lished by American Lumberman and 


— Products Merchandiser. Price, : tf : . A 4] THE RECORD 
a ee | |; NEWSPAPERS 


Here is a compendium of information, , 

ideas, strategies and tactics for the retail Pe” 2 pe ™ - THE TROY RECORD - 
building products salesman. Included: a ee: Beh = peer 

complete job analysis for training, by J. “si coders oe > Sees * THE TIMES RECORD - 
G. Smuts, which will facilitate more ef- ao P 


fective selling of building products. s ¥ : eee TROY.,N. Y. 
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River Raisin is equipped to supply all of your 
display requirements. A new and different 
service . . . aS convenient as your telephone. 


Our Creative Staff supplies the basic idea... 


our Production Experts produce the finished 
display in our fully equipped Monroe, Michigan 


plant. You can expect economies because River 


Raisin is one of the country’s largest manufacturers , 
of corrugated and fibre board. The next time you AN 3 
y Ti 


- = want dimensional displays that produce immediate 


action call for our ONE CALL FOR ALL wn 


ant 


ie CARDBOARD es: 


# 


Wey knin RIVER RAISIN PAPER COMPANY 


DISPLAY DIVISION 
MONROE, MICHIGAN 


\ CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS ¢ PACKING MATERIALS Fl 
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PLASTIC 


CONSTRUCTION 


5 | FIBRE BOARDS © CORRUGATING STRAW @ SILICATE OF SODA 
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...and these are the Toledo Plants of the World’s Largest Producer and 
Finisher of Die Castings . . . DOEHLER-JARVIS CORPORATION 


Doehler-Jarvis has been one of Toledo’s prominent industrial citizens 


for 34 years. Much of the company’s pioneering work and growth has 
taken place in Toledo. Hundreds of die-cast parts for automobiles, 
appliances, machinery, radios and other products are made in the main 


plant (top view). 


Just recently Doehler-Jarvis Corporation acquired the second Toledo 
Plant (also shown) to provide greater facilities for the plating of large 
die castings. This adds greatly to the company’s employment and produc- 
tion and makes Toledo an ever greater factor in the die casting field. 


...and this is the TOLEDO BLADE 


The production and finishing of die cast- 
ings is another of the important industrial 
activities of Toledo. It is one of the diversi- 
fied products of the many industrial com- 
panies which stamp it as One of America’s 


Great Cities. Equal diversity is found in the 
columns of the Toledo Blade, where com- 
plete news coverage of Toledo and sur- 
rounding area—and the world—appeals to 
the interests of all the readers it serves. 


TOLEDO BLADE 


One of America’s Great Newspapers—in One of America’s Great Cities 


REPRESENTED BY MOLONEY, REGAN & SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


No. 78 in a Series 
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For Super Drugs: What Kinds 
Of Advertising and Display ? 


BY E. B. WEISS* 


Director of Merchandising, Grey Advertising Agency, Inc. 


These giants are a cross between the super market and the 
variety store. They need heavy doses of prestige advertis- 
ing and store displays. Mr. Weiss prophesies that the 
manufacturer who applies himself brilliantly to in-store 
displays and ad tie-ins will reap a handsome reward. 


The sensation of the chain drug 
field, in the closing months of 1948, 
was the hair curl capsule. While 
Toni, and the several other home 
permanent giants professed to be un- 
concerned and would admit merely 
that they were ‘‘watching” the new 
item, volume on the hair curl capsule 
zoomed faster and higher than did 
the original home permanents when 
the latter got started. In the last 
quarter of 1948 (which is when the 
hair curl capsule really began mov- 
ing) volume probably picked up faster 
than did Toni’s volume in its first 
tew months. 

The hair curl capsule was intro- 
duced both through department stores 
and chain drugs. One of the first big 
retail splashes was bv the Los Angeles 
unit of The Mav Co. However, it 
the drug chains weren't promoting 
the hair curl capsule simultaneously 
with department stores, they cer- 
tainly did not lag far behind. More- 
over, once they got behind the hair 
curl capsule, they broke out with a 
succession of full pages (for which 
the producers paid at least half) that 
promptly established the drug chain 
as the major outlet. 


Object Lesson 


To the objective observer of the 
marketing scene, the astoundingly fast 
introduction of the hair curl capsule 
(omitting any consideration of its 
merits or its permanency) is: 


1. A fine testimonial to the speed 

* The fifth and last in this series of ar- 
ticles on the evolution of the super drug 
chains, their merchandising and adver- 
tising. The previous articles appeared 
in SM, December 1, 1948; January 1, 
February 1, and March 1, 1949. 
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with which the drug chains can move. 


2. A hugely significant indication 
ot the new importance of the drug 
chain as a marketing factor ( Bear in 
mind that not many years ago an item 
ot this kind would have been intro- 
duced through department stores). 


3. Striking proof of one of my 
tavorite contentions, to wit: With a 
volume-producing item backed — by 
heavy advertising and exciting pro- 
motion, it is entirely feasible to make 
a simultaneous introduction through 
both department stores and drug 
chains—and highly desirable. 


+. Positive evidence that drug 
chains will accept with alacrity an 
item, even though new and therefore 
minus any proved salability, provided 
their common (and _ promotional ) 
sense tells them it has potentials. 


5. Proof that drug chains are 
keenly alert to the values (both in 
volume and in prestige) that accrue 
to the store that is “first” with new 
and important items. As drug chains 
lean more and more heavily on their 
super units—which require heavy 
doses ot prestige—this factor assumes 
greater importance. 


6. An interesting demonstration of 
what cooperative advertising and 
merchandising can accomplish 
through the drug chain on a new 
item, when the advertising funds 
made available to the store are: (a) 
spent on space devoted cxclusively to 
the featured item; (b) tied up with 
prominent and even exclusive window 
space; (c) backed with choice in- 
store “hot spot’’ space and powerful 
in-store display. (Of course, other 


factors are also in this particular 
picture: The curl capsules have been 
demonstrated, featured in store-spon- 
sored radio and television, etc. One 
producer, alone, was spending at the 
rate of $7,000 weekly in November 
on cooperative newspaper and radio 
advertising. ) 


But there is a world of difference 
between a new item and an estab- 
lished item, even a reasonably estab- 
lished item. 


Cooperative Promotions 


For example, there is likely to be 
strong merit, when introducing a new 
item such as this curl capsule, to 
spending all available advertising 
funds in cooperative promotion with 
the drug chain. That’s done quite 
frequently, as was the case with the 
major companies in the curl capsule 
field. In these instances, the supplier 
may pay as much as 100% of the 
cost of retail newspaper space or 
radio time. He may pay for windows, 
for demonstrators, etc. All of that 
may represent a combination of libel, 
slander and rank heresy to the “ethi- 
cal” national advertiser and to some 
sponsors of national mediums; but 
if it weren’t for these tactics, there 
would be fewer national advertisers 
right now than are listed in direc- 
tories. (The facts of life may not 
always be quite palatable to conserva- 
tives, but that happens to be the 
origin of many of our present-day 
national advertisers. Somehow, 
they’ve managed to live down the bar 
sinister !) 

However, I propose to focus this 
discussion on the chain drug supplier 
who has at least a reasonably strong 
brand and who is therefore ‘‘estab- 
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lished.” As I’ve made abundantly 
plain in preceding articles, it is not 
necessary for the established producer 
“to give his shirt” in order to obtain 
drug chain promotional cooperation 

although his shirt will cheerfully 
be “taken” if he proffers it or if it is 
even suspected that it is to be had for 
the mere asking. I’ve also given it, as 
my opinion, that the price-jumbled 
newspaper advertisements that. still 
typity drug chain advertising are not 
excellent investments for the supplier. 
‘The same goes for the mass-merchan- 
dise conglomerate window. 

| venture the further opinion that, 
for the established producer, the drug 
chain offers desirable promotional co- 
operation in its radio advertising. Not 
all drug chains are on the air. How- 
ever, drug chains are among the larg- 
est users of radio among the chains, 
and they appear to be increasing their 
use of radio. For example, the Pay 
Less Drug Stores, Albuquerque, 
N. M., have used a highly successful 
jack-pot program. Rexall is, of course, 
a large user of network radio, but 
here the basic objective is to ‘build 
the Rexall name. 

In general, the chain drug radio 
commercials—and, of course, their 
radio programs—are as different from 
their newspaper advertising as the 
atmosphere and merchandising prac- 
tices of their super units differ from 


their newspaper advertising. ‘The 
family relationship between super 


drugs and 
definite 
who 


these radio programs is 
distinct. “The manufacturer 
diverts a part of this promo- 
tional budget to cooperation in chain 
drug radio advertising has better than 
a fair chance of making a good in- 
vestment. 
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SHOUTS FOR ATTENTION: Fleet's Chap-Stick no longer is an under-the- 


counter item—even in many super drugs. This display gets out in front. 


Still talking about “external” pro- 
motion, as differentiated from win- 
dow and in-store promotion, my sug- 
gestion with’ respect to the super 
drugs would be: Keep an eye on tele- 
vision (and don’t keep your hand in 
your pocket too long!). 

Chain drugs, perhaps because their 
super units are “young,” and there- 


UP FRONT: 


blers, 


Libbey’s 
pre-packaged to save 
handling, 


+um- 


now get front-line 
display in the super drug units. 


fore abundantly vital, are showing a 
keen interest in television. “The 
Whelan Drug Stores have taken the 
lead. ‘They've been telecasting the 
highly successful ‘Charade Quiz,” 
with costs shared by suppliers. “The 
merchandise prizes offered are shown 
before the video camera. 

There is an especial significance in 
Whelan’s use of television for the 
good reason that that chain gave up 
network radio way back in 1937. Its 
preliminary experiences with _ tele- 
vision have been so highly satisfactory 
that it is more than likely television 
will play an increasingly important 
role in Whelan promotion. 

It should be noted that cities in 
which television stations are being 
opened are precisely the areas in 
which drug chains are strongest and 
where they are opening the largest 
number of super units. It should also 
be noted that many of the major mer- 
chandise lines of drug chains, par- 
ticularly the non-drug lines, are 
“demonstrable’—and_ therefore ex- 
cellent vehicles for television. 

Drug chains are also keenly alert 
to the fact that television continues 
to be news with the public; they 
know that whatever is newsworthy 
provides a broad highway to fine pro- 
motion. They incline, therefore, as 
they take up television, to make more 
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important in-store promotional tie-ups 
with the video program than they 
might on newspaper advertising in- 
volving actually a larger total outlay. 
For example, Whelan’s has installed 
an in-store display that shows all of 
the products featured in its video 
show. It’s given a good traffic spot in 
each store; it has a large overhead 
banner giving the television story. It 
gives the cooperating sponsors top 
visibility in the store and is over and 
above regular display in the section 
in which this merchandise is shown. 

However, | maintain that the big 


selling job—when strong national 
advertising by the supplier is part of 
the program—is done in the store. 
I’m referring to mass retailers in gen- 
eral and super drugs in particular. 
All mass retailing is going robot. All 
mass retailing is going self-service and 
self-selection. All mass retailing is 
premised on cutting, cutting, cutting 
the time-per-sale. Ipso facto, all mass 
retailing is premised on: (a) brands 
that are pre-sold; (b) in-store promo- 
tion that puts in the final make-the- 
sale plug for the pre-sold brand. 
Way over on one end of the re- 
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tailing scale you have stores of the 
Bonwit Teller type which plug so- 
called “drawing room selling,” in 
which little merchandise is on display. 
The customer is seated and the sales- 
woman totes a merchandise selection 
trom the stockroom. On the other 
end of the scale, in the drug chain 
field, you have self-service stores such 
as those operated by Whelan’s, with 
merchandise on open or “visual” dis- 
play and with signs everywhere read- 
ing: “Please take vour selection over 
to salesperson.” 

“Visual” display—that is the 
“oomph” as well as the “aahh’ of 
super drug technique. Everything in- 
side the store that the customer sees 
is part and parcel of “‘visual’’ display 
—and the customer sees everything 
inside the modern super drug. 

But (and this is an all-cap BUT) 
there are various degrees of visibility 
in a store designed for visual dis- 
play. ‘he mathematically inclined 
(Include me out!) could state it as a 
mathematical formula: The more vis- 
ibility in-store for a pre-sold brand, 
the more volume. Question: How can 
more visibility be won? 


Down to Cases 


Probably the best way to get the 
answer to that question is to get 
down to cases. Let’s get down: 

Libbey Glass got the idea that pre- 
packing would help increase volume 
on Libbey tumblers. Libbey reasoned 
that pre-packing would appeal to 
drug chains because it cuts handling 
and wrapping time by one-third; cuts 
inventory shrinkage due to breakage; 
minimizes storage problems (all plus 
points of keen interest to all mass dis- 
tributors. If your line permits such 
sales arguments, be sure to use them). 
Abbey also reasoned that pre-packing 
would build up the average sale, since 
this unit holds six tumblers. 

However, Libbey’s basic objective 
was to win (a) more visibility, (b) 
stronger selling visibility on counters. 
The pre-packed tumbler sets definitely 
achieve that goal. The pre-packing 
was even designed so as to provide a 
charming gift box suitable for almost 
any occasion. Need I point out that 
what Libbey has done with tumblers 
remains to be, can be done, and 
should be done with a number of 
other items that could benefit from 
better “‘visi-selling’” in super drugs? 

The makers of Ben-Gay recently 
brought out a new 12-tube counte: 
display carton that is splendidly de- 
signed. It simplifies distribution from 
chain warehouse to stores; it cuts 
chain costs by eutting warehouse 
handling. (Those advantages, too, are 
appreciated by the drug _ chains.) 
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Equally important is the success with 
which Ben-Gay designed that self- 
displaying carton for visibility. 

The Chap Stick Co. makes the 
point that lip balms had been very 
much of an out-of-sight item, even 
in the (visible) super units of drug 
chains. Chap Stick therefore packed 
this item on a self-selling counter 
card, a merchandiser that is colorful 
and which has a three-dimensional 
cut-out showing the product in use. 
That little merchandiser has visibility 
that shouts for attention even when 
the lights go out. I like it. Some day, 
when Oscars are awarded for keenly- 
designed selling display fixtures, | 
hope one will be given to Lord Ches- 
terfield Brushes. 


Visibility Appeal 


This is more than a display with 
visibility. It’s a salesman with sales- 
appeal! It actually takes less coun- 
ter space than a box of cigars, yet 
it shows the entire Lord Chesterfield 
line. It catches the eye in any super 
drug. It’s distinctive. It shows the 
merchandise clearly. It also pleases 
the store manager because it takes up 
a tiny space on the counter. He's 
usually driven frantic trying to find 


counter space for everything. A top- 
Hight merchandise fixture that I’ve 
seen in a number of drug chains is 
supplied by Dr. West. It holds an 
assortment of adult, child, youth and 
dental plate brushes, as well as Dr. 
West’s toothpaste. And it takes up 
only inches of counter frontage. | 
like it (and the chains do, too) be- 
cause: 


1. It promptly identifies an impor- 
tant merchandise section. 

2. It permits easy self-service. 

3. The open display provides the 
visibility that builds impulse sales. 

+. It takes full advantage of the 
colorful packages and items in the 
Dr. West line. 

5. It holds sound merchandising 
quantities. 

6. It has a reserve compartment. 

7. It shows prices. 

8. It builds “related”’ sales. 

9. It includes only fast-moving 
numbers, correctly assorted. 

10. It requires a minimum of coun- 
ter space. 

Those 10 points are about as com- 
plete a formula for winning plus visi- 
bility in super drugs as you will ever 
find. Over half of the merchandise 
offered to super drugs neglect over 


half of those visual-selling “‘musts.”’ 
Johnson & Johnson has used that 
formula for a merchandiser for its 
line of adhesive tape. In addition to 
most of the points just mentioned, 
the J & J merchandiser has these ad- 
vantages: 

1. It automatically rotates stock. 
It’s filled from the top; customers 
serve themselves from the bottom. 

2. It requires only 14 inches of 
counter frontage; 7 inches of depth. 
Yet it holds and dispenses the five 
most popular (Note that well.) sizes 
of spool adhesive tape. 

3. In bold type, it urges customer 
to: “Serve Yourself.” 

There’s another method of achiev- 
ing better visibility in the store and 
that is by developing sound tech- 
niques for obtaining well planned 
merchandise displays. For example, 
the Bromo-Seltzer profit-planagram 
has been cordially welcomed by the 
large drug units as well as the small. 
‘The store manager is directed to clear 
a counter space of only 11”x634”. He 
is then shown how to stack Bromo- 
Seltzer cartons in that tiny space in 
a manner that creates a massive ap- 
pearance, invites inspection, and defi- 
nitely encourages impulse buying. 

Along similar lines, Kotex urges 


The Largest-Selling mass men’s magazine 


*"* LEGION MAGAZINE 


ABC Net Paid Circulation 


(Period ending December 3/1, 1948 ) 


for your men’s product budget? 


LOOK AT 
THESE FACTS 


THE AMERICAN 


LEGION 


MARCH 15, 1949 


‘1. More men read each 100 

copies of the American Legion 
Magazine than any other ‘‘mass 
magazine,’’ says Starch. 
2. The American Legion Maga- 
sine costs only $1.90 per 1,000 
—less than any other mass 
magazine for men. 


full details to: 


1 Park Avenue 
New York City 


MAGATZINE 


If these facts intrigue you, 
drop a‘‘collect wire’’ for 


Mr. Fred Maguire, Adv. Dir. 
American Legion Magazine 


3,031,838 


Is ‘‘“mass magazine” space getting too costly 


Bl 


| 
| 
| 
| 


make 
extra sales for you 


Most of the 25;000,000 youngsters in 
America’s grade and high schools copy 
adults. That's why you get model cus- 
tomers when you sell the 752,000 sub- 
scribers to State Teachers Magazines. 
Teachers’ opinions and preferences are 
respected throughout the community, 
reflected in parents’ thinking and buy- 
Ink, too 


Salary increases totaling $350,000,900 
make teachers better sales prospects 
this year. Get the complete story of how 
to reach America’s most influential mar- 
ket. Write Georgia C. Rawson, manager. 


43 MAGAZINES — 752,000 SUBSCRIBERS 


STATE TEACHERS 


MAGAZINES 


307 N. MICHIGAN AVE., CHICAGO 1, ILL. 


Get More 
Customers 
For You 


Not only a popular toy, not 
only a novelty, but a solid ad- 
vertising medium that guaran- 
tees maximum readership at 
minimum cost. 
Toy balloons are enjoying the 
greatest popularity ever—and 
in the form of Qualatex “Float- 
ing Billboards” carry your ad- 
vertising message with a spirit 
of goodwill to thousands or 
millions of readers, as you 
choose. New beautiful jewel- 
like colors show off your sales 
appeal to advantage, ‘Floating 
Billboards” stand more abuse, 
please your Customers extra- 
long. 


<n ao a 
S" Guaranteed by 


Good Housekeeping 
’ 4 


” 


®or 


45 aovranstd WES 
Attractively printed to your or- 
der. Write our Ad-Service De- 
partment today for samples, 
prices — full data. 


THE PIONEER RUBBER COMPANY 
109 TIFFIN ROAD, WILLARD, OHIO 


Pioneer “Floating Billboards” 


82 


what it calls “proportionate displays” 
—by which it means a display of all 
four of its items in proportion to the 
sales of each. ‘The company has 
worked out smart open-display mer- 
chandise arrangements in tune with 
the best super drug display principles. 
The company, also, very smartly, 
makes a special point of the impor- 
tance of maintaining well filled ‘“un- 
derstocks’” (meaning, of course, for- 
ward reserve stocks). It points out 
that proportionate understocks will 
reduce “outs” and thereby add both 
to volume and to profits. Clearly, 
when “forward reserve” is weak on a 
fast-moving line a point is quickly 
reached in which display visibility is 
automatically reduced because coun- 
ter-top inventory has been shot full 
of holes. 


Decor Harmony 


It is increasingly difficult to induce 
drug chains, especially in their super 
units, to install elaborate departmen- 
tal merchandisers (‘These are the 
large floor fixtures.) unless these are 
designed to harmonize with the store 
decor. ‘The super drugs are planned 
to be decoratively pleasing, and that 
has been construed by chain drug 
management to mean _ decoratively 
uniform. Counter merchandisers are 
used, often, even though they tend to 
clash—decoratively speaking. But .the 
same elasticity is not usually shown 
toward floor merchandisers. 

Actually, there is an almost infinite 
variety of methods by which the sup- 
plier can obtain greater selling visi- 
bility in the super drug. Insofar as 
counter top, showcase, bin, bow-end, 
aisle, shelf, overhead, gondola, etc., 
displays are concerned, the super drug 
is unquestionably more willing to use 
manufacturers’ promotional material 
than any other mass retailer. No ex- 
ceptions! In fact, the number of dis- 
play cards, merchandisers, etc., fur- 
nished by manufacturers and used in 
a single drug super will generally at 
least triple the total used by most 
variety chains and super markets. Un- 
fortunately, too many of these dis- 
plays do little to lift a line into super- 
visibility. 


Super-Designed 


It’s been my observation that dis- 
play devices for in-store use that are 
specifically designed to conform with 
super drug requirements not only win 
greater play in those store units, but 
in the smaller store units as well. 
That which appeals to super units 
appeals equally to the smaller units, 
but the reverse is not always true. 
The large majority of in-store dis- 
play units made available to drug 


chains were not specifically designed 
to conform with super unit needs. I 
think that must change. I think it 
will change. 

The super drug is rapidly evolving 
a technique for stimulating impulse 
buying that promises to be as suc- 
cessful as it undoubtedly will be 
different from all others—different, 
for example, from the super market. 
It might even be described as a cross 
between the super market and the 
variety store, and yet with features 
not to be found in either. 


An Outstanding Job 


Be that as it may, I am satisfied 
that the super drug will do one of 
the outstanding jobs of any mass re- 
tailer of selling an ever-broadening 
inventory with its own brand of self- 
service and self-selection techniques. 
It behooves manufacturers who are 
aware of the emergence of this new 
distributive force to become equally 
aware of the truism that achieving 
visibility in a store designed to make 
everything visible is just as difficult 
as achieving visibility, in a store that 
tends to keep its inventory out of 
sight. Mere open display, in a store 
that has on/y open display, builds 
little volume. 

Drug chains, themselves, appear at 
times to be quite unacquainted with 
that truism. No matter how orderly 
the merchandise arrangement, a store 
that has everything ‘“‘out in the open” 
inevitably compels the shopper’s eve 
to jump erratically, instead of to 
linger. 

‘There can be too much of a good 
thing, even of open display. When 
the effect is one of scatteration, in- 
stead of concentration (I’m talking 
about the shopper’s mind and eye.), 
then the potentials of open display 
have been watered down. ‘There must 
be “islands of focal attention’ — 
points at which the shopper’s mind 
and eye are invited to linger. That 
is what the manufacturer must strive 
to win with his super drug in-store 
display. That is what the manufac- 
turer can win with his super drug in- 
store display if he plans his material 
and fixtures in conformance with 
super drug preferences. 

And, a healthy slice of the manu- 
facturer’s promotional budget spent 
on that kind of super drug promotion 
can prove to be a highly profitable 
investment. As a matter of fact, if 
manufacturers were to put the same 
brilliant thinking into their in-store 
promotions that usually goes into 
their national advertising, the latter 
would be able to return a more hand- 
some bonus on its cost. ‘That is quin- 
tuply true of lines sold through the 
super drugs. 
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spent on sports this year! Get the cream of this 
market with the big, new magazine that tops the 
field: SPORTS ILLUSTRATED. 


Dell Publishing Company, 261 Fifth Avenue, New 
York 16, N. Y. 


85 


| 
| 
| 


86 


£2 “a search of our 
— records fails to 

“E disclose any paper 
that had a greater 
gain than your 
1948 gain of 
14,553,886 lines 
over 1947" 


This excerpt from a letter from Media Records tells the story — 
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Discount Stamps: Haif a Century Old 


And Still Going Strong 


BY FRANK WAGGONER 


Here are the facts about a little-publicized market: The 
market represented by firms that provide discount stamps 
(known to the public as ‘trading stamps'’) to retailers and 
who service redemptions through stores and catalogs. 


A system of sales promotion that 
has been expanding in its use for 
nearly three score years has passed 
the experimental stage and long since 
emerged into one of the accepted 
means ot business building. 

While premiums as a trade magnet 
by manutacturers boast of a lineage 
that goes back for almost a century 

to 1851, to be exact—their counter- 
part for the retailers had its genesis 
in the 1890's, in what was, and still 
is, commonly called “the trading 
stamp,” but more properly, ‘the dis- 
count stamp.” 

‘The basic theory of the use of the 
stamps by retailers is but an exten- 
sion to their customers of the time- 
honored practice of discounts for cash 
offered by manufacturers and dis- 
tributors to those who buy from 
them. ‘Their function is, through the 
merchandise given in exchange for 
the stamps, to encourage the custome 
in the store to pay cash instead of 
saying, “Charge it,” and to keep on 
buying for cash where such discount 
stamps are given. 
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Credit for the conception of the 
stamp plan belongs to ‘Thomas S. 
Sperry who in 1896 sold the idea to 
a group of New England retailers, 
the first to issue the now famous 
S & H Green Stamps. ‘The plan met 
with instant approval, spreading 
rapidly, until today ‘The Sperry & 
Hutchinson Co. is serving some 22,- 
OOO retailers from coast to coast. 

Because the issuing of the stamps is 
a retailers’ operation, the plan has as 
its hub the big store in the commu- 
nity, with the addition of other stores 
and types of business, so that the cus- 
tomers are enabled to make practi- 


cally all of their normal purchases 
in stores where the stamps are issued. 
As they are issued at the rate of 1 
stamp for each 10 cents represented 
in each cash purchase, or at the rate 
of 10 for $l, they accumulate with 
great rapidity. For ease of keeping 
and ultimate redemption, they have 
gummed backs such as postage stamps 
have, and are pasted in stamp books 
which hold 1,200 stamps, the filled 
book being the redemption unit, rep- 
resenting $120 in aggregate purchases. 

As the stamps quickly proved their 
eficiency, other interests entered the 
field, but highly localized in their 
operations. Among those that have 
served long and well are the Eagle 
Stamp Co., Cleveland, O., with the 
May Co. stores in Cleveland and St. 
Louis as the respective hubs; the 
Yellow Trading Stamp Co., Phila- 
delphia, with Lit Brothers, of that 
city, as its hub, and in Milwaukee, 


CASH FOR GOODS: Basic idea of trad- 
ing stamps is to give customers an extra 
reason for paying cash and pocketing the 
savings which stores can pass along by 
eliminating credit costs. One stamp is 
issued for each 10c purchase. Stamps are 
pasted in booklets and accumulated for 
redemption in merchandise. The Sperry 
& Hutchinson Co., trading stamp pion- 
eers, now serve some 22,000 retailers. 
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the store-owned 
Sch ister's 


stamp activity of 
Department Store. Scat- 
tered elsewhere across the country are 
a considerable number of smaller 
stamp companies, with varying terms 
of longevity, or the lack of it, follow- 
ing the same general pattern of opera- 
tion. Of all of the stamp companies, 
the Sperry & Hutchinson Co. is the 
only one whose business is truly na- 
tional in extent. 

The stamps being a system of dis- 
counts for cash, naturally their cost 
to retailers should approximate the 
usual rate as between manutacturer, 


wholesaler and retailer. How closely 
that rate conforms to the cost of 
stamps to retailers is appreciated 
when it can be stated that it runs be- 
tween 134% and 2%, and that the 
retailers’ customers receive a discount 
of from 2 to 3%, slightly less in some 
cases, and slightly over in others, but 
the range stated is the 
average. 

One feature of the system that ap- 
peals to so many retailers is that the 
price charged for the stamps is their 
total cost of the discount system, since 
out of it, 


general 


the issuing company pro- 


Try to forget the one who gives you a Zippo! It can't 

be done. For Zippo lighters perform so faithfully, they 
soon become treasured. That's why some of the country’s 
biggest corporations pick Zippo as goodwill gifts and 
premiums. Zippo is so perfectly built it is 
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y guaranteed for life—will never cost anyone 
4 a penny for repairs. If's the gift that never 
fails .. . to give service and make friends. 


Available with signatures, initiols, your com- 
pony nome or trade-mark. Write for quantity 
discounts: Zippo Mfg. Co., Bradford, Pa. 
Pocket Zippo: singly, from $3. to $175.* 
Desk Model: $10. Engraving: $1. extra 
Discounts on Quantity orders. 

*Plus Federal Tox on sterling and gold cases only. 


vides the merchandise redemptions, 
or cash, as the customers want. 

How widespread is the present sav- 
ing of trading or discount stamps can 
be appreciated when it is stated that 
a survey shows that upwards of 15 
million families consistently save 
them. Admittedly, their appeal is 
chiefly to the housewife, and it is 
augmented by the fact that most 
housewives depend upon their hus- 
bands for everything of value they re- 
ceive. But when these housewives are 
savers of discount stamps, they get 
through their redemption the only 
things of appreciable value they do 
not receive from their husbands. To 
this is added the natural pride that 
stems from the fact that the discount 
they receive represents the result of 
their thrift and good judgment, and 
as a saving which they truly earn 
without help from anybody. 


Stamps Create Loyalty 


From the standpoint of the retail- 
ers issuing stamps the all-important 
phase of their use is the loyalty they 
create to the stores where they are re- 
ceived. It is too well established to 
question that stamp collectors with 
partially filled books will go blocks 
out of their way to patronize another 
store giving and redeeming them, and 
by the same token that trade is held. 

In corroboration is the result of a 
recent city-wide survey made on the 
Pacific Coast by a concern of high 
standing tor a large department store 
client. ‘he report says: “In all our 
years spent in conducting similar sur- 
veys, this is the first time we found 
any one factor which held 23.6% of 
a store’s customers that caused them 
to shop at one particular store, al- 
most regardless ot other factors.” 
That controlling factor was the fact 
that the store in question gave dis- 
count stamps. 

‘There are economic forces at work 
that unwittingly contribute to the 
steady growth in the number of stores 
that give stamps. One is the fact that 
when times are such that the average 
housewife has to watch her expendi- 
tures more closely, in periods of de- 
pression or the present one of high 
prices, she is more concerned in sav- 
ing stamps and coupons. In that way 
she is really making her dollars buy 
more. Thrift becomes a necessity, and 
stamps are tangible evidences of what 
that thrift is bringing her. The other 
is the fact that as retail chain or- 
ganizations expand the individual in- 
dependent merchant or businessman 
is really seeking for something that 
will enable him to both stay in busi- 
ness and grow. And more and more 
of them are finding in the discount 
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stamps the business security they 
seek. They find in the stamps a reason 
to trade with them that is more efh- 
cient and far less expensive than rest 
rooms, nurseries, parking spaces and 
all other attractions that are being 
offered as an inducement to buy. 

But what are these 15 million 
families who hold and are trying 
daily to fill their stamp books going 
to get for them when they turn them 
in for redemption? How will they 
be rewarded for their day-by-day se- 
lection of the stores that issue the 
stamps and tor the patronage? 


Choice: 1,000 Items 


In the case of the Sperry & Hutch- 
inson Co., whose Green Discount 
Stamps are by far the widest in use, 
the housewife has a selection from 
over 1,000 different items, all na- 
tionally advertised merchandise. 
Among the manufacturers represented 
in the line are General Electric Co., 
Westinghouse Electric Corp., Inter- 
national Silver Co., Bigelow-Sanford 
Co., Sunbeam Corp., Landers, Frary 
& Clark, Aluminum Goods Mfg. 
Co., just to mention a few. In this 
quality line the housewife can find a 
wealth of fine products that would be 
most welcome in any home, including 
such unusual articles as Mix Masters, 
Waring Blenders, Westinghouse 
Roasters, and hundreds of other de- 
sirable, practical and decorative house- 
hold items and items of personal in- 
terest. he retail value of a one-book 
merchandise item ranges from $2.50 
to $4 or $4.50. 

This S & H Green Stamp mer- 
chandise is on display in some 300 
cities and towns all over the country. 
Millions of copies of illustrated cata- 
logs are distributed annually to small 
towns and villages where the com- 
pany does not maintain merchandise 
displays, and the housewife can make 
her filled book redemptions by mail. 

Before merchandise makes its ap- 
pearance in the line or in the catalog 
it goes through a pre-testing. Each 
item is first submitted to the scrutiny 
of a committee in the company’s home 
office. ‘Those items passing that first 
test are then sent to various branches 
where they are shown to those who 
come in to redeem their books of 
stamps. If the public reaction is favor- 
able, then the items take their place 
in the line and in the catalogs. 

The use of discount stamps by re- 
tail merchants is often a thoughtful 
and studious matter. One able and 
successful merchant recently analyzed 
as follows, the minimum and profit 
results he was getting from the 
stamps, although he felt that possibly 
the percentage given in Item I should 
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be considerably increased because of 
including (b): 
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(a) Increased Volume; (b) In- 
surance Against Volume Decline 1.2% 


Credit Control Bn A 
Sustained Mark-up Fr aA 
Reduced Mark-down By A 
Theft Control AF, 
Traffic , ae 
Increased Average Sale Ay 
Greater Clerk Efficiency th 
Reduced Unproductive Miscel- 
laneous Advertising Costs Ee | 
Memory Value, Good-Will and 
Retstien Vaue ............. Ze 
Total : , ae 
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MILE 
RUBBER 
BELT “LINE 
PLANNED BY 
AKRON 


COMPANY 


Akron is in the Nation’s spotlight again, 


the announcement of a 


Riv erlake 


TOTAL DISTANCE 


3elt Conveyor Lines, 


Then there is the social, coopera- 
tive side of discount stamp saving. 
Many a religious, fraternal and civic 
organization has profited because the 
members pooled their stamps in order 


either that cash might be raised or 
needed fittings or furnishings be pro- 
cured without dipping into organiza- 
tion funds or placing any burden on 
the members. And in all of these the 
business of the stores and concerns 
that issued them prospered. 

Among the visitors at the Premi- 
ums and Advertising Specialties Ex- 
position held at the 71st Regiment 


cLtve- 
tANo 
OR AIN 
ROUTE VouNGE@ 
or THE AKRON\S”’ 
PROPOSED 
OHIO SALEMY 
RUBBER 
BELT LINE 


103.75 MILES 


this time with 


newly-formed company. The 


Ine., now taking steps to 


build the greatest rubber conveyor belt system the world 


has ever known. 


$210,000,000.00. 


Elevated 22 feet off the ground and 


stretching a total of 130 miles, 


the project will cost 


The world looks to Akron Industries to do the impossible, 
just as advertisers look to the Beacon Journal for complete 
coverage of the great Akron Market, a feat impossible to 


accomplish by using any other media. 


A thorough check of the facts shows there is but one way 
to reach and sell the 500,000 buyers living in the Akron 
Market, that way is through the use of Akron’s only 
daily and Sunday newspaper. 


AKRON_ BEACON JOURNAL 


JOHN S. KNIGHT, PUBLISHER 
STORY, BROOKS G&G 


FINLEY 


REPRESENTED NATIONALLY BY: 


WHAT'S YOUR NEWS? 


on products? @ on prices? 


on facilities? @ on personnel? 


REACH CHEMICAL BUYERS WITH 
IT EDITORIALLY EVERY WEEK! 


Get that news to OPD editors 
before 4P.M. Friday. 


Paper delivered 9 A.M. Monday to majority of 
12,000 people who BUY chemicals and related ma- 
terials. Each weekly issue carries 5,000 to 6,000 cur- 
rent market quotations! 


The Whole Week’s Round-Up of Chemi- 
cal News from Seller to Buyer in 
One Business Hour! 


Put OPD on your list for every price change you send 
your salesmen or distributors. 


Put OPD on your list for every news release covering 


your products, facilities and personnel. 


o,- | } 
Oil, Paint and 


Drug Reporter 


THE CHEMICAL MARKET AUTHORITY 
SINCE 1871 


Schnell Publishing Co., Inc. 
59 John Street, New York 7 


e@Cleveland 22—H. G. Seed, 17717 Lomond Bivd., Long. 0544 


e@Los Angeles 14--The Robt. W. Walker Co., 684 S. Lafayette 


Park Pl. Drexel 4338 @ San Francisco 4—The Robt. W. Walker | 


Co., 68 Post Street, SUtter 1-3568. 


Write for sample copy 
of The News-Sentinel's 


LIQUOR 


MERCHANDISER 
* 


A monthly newspaper published 
in the interest of national adver- 
tisers and covering all retail out- 
lets in the city and trading area. 
Covers package liquor outlets, 
clubs, taverns. Promotes 
national advertising appearing in 
The News-Sentinel. 


* 


Home Coverage by News-Sentinel: 
99% in City Zone plus 43% in 
Trading Area. 


* 
THE NEWS - SENTINEL 


FORT WAYNE, INDIANA 
Allen-Klapp Co. 


bars, 


New York—Chicago—Detroit 
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Armory, New York City, last Sep- 
tember, there were representatives of 
trading or discount stamp companies 
seeking new items to be given on 
stamp book redemptions. These con- 
cerns are operating along the East 
Coast from Massachusetts to Atlanta 
and in Louisiana, Wisconsin, Michi- 
gan, Illinois, and Iowa. 

Quietly, but effectively, the trad- 
ing or discount stamp is steadily gain- 


ing ground as the favorite sales and 
advertising promotional medium of 
the independent business concern in 
cities and towns, large or small, and 
the merchandise distributed annually 
on the redemption of the filled stamp 
books runs high up into the millions, 
in both its initial cost and its normal 
retail value. It is a market not to be 
ignored by companies with quality 
merchandise to sell. 


It Rings Under Water 


One demonstration is worth a thousand words. 


And one of the 


most novel demonstrations we've seen is the one used by Stromberg- 
Carlson Co., Rochester, N. Y., at the recent annual convention of 
the United States Independent Telephone Association. 
Stromberg-Carlson is proud of the fact that its desk set telephone 
is so constructed that even immersion in water cannot interfere with 


the transmission of messages. 


To point up the tremendous physical 


abuse the instrument is capable of taking, Stromberg constructed two 


dramatic exhibits. 
“dunk test.” 


The company calls them the “drop test,” and the 


In the drop test the telephone was exhibited on a 30-inch desk 
and the conventioneers were invited, using a padded stick, to push it 


violently to the floor. 


The instrument was connected electrically 


with another in the same room and participants were asked to guess 
how many times the phone could be dropped without becoming in- 


operative. 
conked-out on the 310th bounce. 


Three tests were conducted: On the first test the phone 
On the second, 183. 


In the third 


test the plunger of the telephone jammed on the 30th bounce. 


The dunk test was even more impressive. 


The telephone was 


immersed in an aquarium in which gold fish swam and tropical plants 


were growing. 
board. 
the receiver and place calls. 


The ’phone was then connected to the hotel switch- 
Several members of the audience were invited to pick up 
The telephone continued to operate 


perfectly right up to the end of the convention, after 86-hours of 


immersion. 
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satiate dite 


Cleveland is Sportsland 


“City of Champions” 


INDIANS WIN wont TITLE 


Cleveland’s Champions 
CLEVELAND INDIANS 
World's Baseball Champions! 


CLEVELAND BROWNS 
All-America Football 
Conference Champs! 


CLEVELAND BARONS 
American Hockey League 
Champions! 


ALL BUSINESS IS LOCAL 


en a] 


mes CLEV EL AND | PL AIN DEALE Ee 


ay STATE FUND BLL IS EnacTeD 
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IN TITLE GAME | 


BROWNS BEAT BUFFALO 


and Clevelanders Read Their Sports News 
FIRST...in the Cleveland Plain Dealer! 


Sports interest in Cleveland and Northern Ohio rockets to an 
all-time high! Championship teams draw tremendous, record-breaking 
crowds! As thousands cheer, greater thousands read the 

results first in the pages of the Cleveland Plain Dealer. 


Whatever product or service you sell, tell your story first in 
the sports pages of the Cleveland Plain Dealer...where every day, 
sports enthusiasts turn first for the latest stories and 

action pictures from the world of sports. 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home New spaper 


Cresmer & Woodward, Ine., New York, Chicago, Detroit, San Francisco, Los Angeles 


A. S. Grant, Atlanta 


PLASTICOLOR COVER 
beautiful...and tough 


Sounds absurd, doesn’t it? Can a cover 
paper be at home in a drawing room— 
yet also batlle rough handling, dust, 
dirt, grease, weather and other abuses? 


Yes, if its Plasticolor Cover 


a per- 
manent, soilproof lamination (not a 
coating) of plastic film and fine Beckett 
cover paper. In six brilliant colors, it 
makes aristocrats of sales and advertis- 
ing messages vet its toughness and 
durability give long life to booklets, 
instruction books, sales portfolios, out- 
door displays—any thing that gets rough 
handling under adverse conditions. 


Because of this seeming paradox 
among cover papers, you must see 
and feel the beauty and strength of 
Dobeckmun Plasticolor to grasp its sales 
appeal and its long-time endurance. 
Ask your printer, your Beckett Paper 
supplier or write us for samples. 


THE DOBECKMUN COMPANY 
Cleveland 1, Ohio + Berkeley 2, Calif. 


P.S. Ask about Doplex Brilliant. too its light- 
weight twin, Available in nine sparkling. soilproof 
colors, for attractive and effective labels, box 


coverings. package wraps and similar items, 
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FTC Backs Away From 
“Trade Area’ Definition: 
It's Just Gobbledegook 


Queer people—lawyers! They keep writing things in cer- 
tain mill-run phrases year after year even when those 
phrases have no specific meaning. Their nonchalant use 
of the term ''trade area" is a specific case in point. 


There is a sentence that recurs 
continually in the Federal ‘Trade 
Commission complaints charging dis- 
crimination. Somewhere in the com- 
plaint, a studious reader will find a 
statement that the discrimination took 
place among customers “in the same 
trade area.’ As the phrase is repeated 
year in and vear out in document 
after document, an outsider gets the 
impression that FTC officials know 
the trade areas in which 
sell. ‘That is not the case. 

The phrase is lawyers’ talk. The 
lawyers who use it possess no maps 
dividing the country into trade areas. 
They write “trade area” for the same 
reason that other lawyers write “for 
consideration of one dollar;’ it’s 
necessary legal business. It has noth- 
ing to do with the way FTC handles 
cases. 

The Robinson-Patman Act, under 
which the charges are filed, prohibits 
varying prices only if they discrim- 
inate among customers. If the cus- 
tomers are so tar apart as to be out of 
reach of each other, the variations 
are perfectly legal. So, when the 
Commission says that the customers 
are in the same trade area, it is using 
a kind of shorthand for the claim 
that somebody has been hurt. 


products 


Historic Question 


While the law was being debated 
in Congress, Representative Patman 
was asked on the floor whether a 
manufacturer could give different al- 
lowances in different territories not in 
competition. Patman said that he 
could. 

That statement became part of 
what is called “legislative history” 
and lawyers are aware of it. A little 
later, after enactment, he was quoted 
thus in the .dmerican Paint Journal: 

“Is it price discrimination under 
the Robinson-Patman Act for the 


manufacturer to sell either to a 


wholesaler or a retail buyer, say in 
Vermont, at a different price than a 
buyer doing similar business in Mi- 
ami, Fla.? No, it is not a violation 
of the law. I think the sensible, wise 
dealer will have an established sched- 
ule of prices that will be followed by 
him all over the country. But at the 
same time, under this law, he can 
have a difference there, in Vermont 
and Miami, Fla., provided he doesn’t 
sell to one at such a low price that 
it is below cost. If he does, it be- 
comes a burden on his other cue- 
tomers and is in violation of the law.” 


Usage Grows 


It was probably these indirect ref- 
erences to the idea of “trade area” 
that led the early complaint writers 
to use the term in their briefs. ‘The 
latter generation of writers found the 
term and repeated it on the chance 
that it might be essential to their 
argument. Now it is a convention, 
but a high FTC lawyer told SALEs 
MLANAGEMENT, “We never use the 
concept either in deciding whether 
t6 take a case or in pressing it.” 

His statement is confirmed by a 
search through the record. ‘The well 
stocked Federal ‘Trade Commission 
library contains not a single file card 
bearing the term. The reason is that 
IF’ VC never based its case on the con- 
cept and that companies never chal- 
lenged on the ground that their dif- 
ferences in discounts were to people 
in non-competing territories. “‘There- 
fore no literature grew up around 
this product. 

FTC once found that sales of 
typographical equipment at different 
prices to the Boston and New York 
City markets were discriminatory: 
‘The preferred Boston dealer had ad- 
vertised in media circulated in New 
York City. 

In another rather 
a bakery in the 


Curlous 


Middle 


Case, 


West 
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,as enjoined trom maintaining price 
differentials that, the complaint 
learly stated, were in different trade 
However, the Metz Bakery 
does not express policy: Like 
subsequent cases can’t be found. 

The absence of discussion of trade 
areas suggests that in general FTC 
has avoided making charges that 
would not stand up against a “differ- 
ent trade area” defense. “Che Com- 
mission’s lawyers say that this salu- 
tary result was achieved by ignoring 
the idea altogether. When a com- 
plaint is filed, the FTC knows at 
least one businessman who feels that 
he has been discriminated against. 
He. at any rate, done business in the 
territory of the preferred customer. 
Starting with this, FC prosecutors 
try to build up the case. It goes di- 
rectly to the concerns getting differ- 
ent prices. It examines their delivery 
receipts to find out whether they re- 
not to mention buying agents, surely 
sell in the same regions. If they do 
not, there is no case; if they do, there 
probably is. In this process, there is 
no guidance whatever from = any 
trade-area map. 


arCas. 


order 


On the Other Hand 


While  by-passing the concept 
seems to have helped rather than in- 
ured the acceptance and prosecution 
ot cases, the opposite is plausible with 
respect to issuing specific orders. In 


the famous Elizabeth Arden case, 
involving cosmetic demonstrators 
placed in stores, “proportionately 


equal” terms were required for stores 
in the same cities. Conceivably, such 
an order was too broad in some cases, 
too narrow in others: Jersey City 
might well be in closer competition 
with mid-Manhattan than the upper 
Bronx with Coney Island. For the 
Commission to attempt exact tailor- 
ing of its orders, fitting the border- 
lines within which like concessions 
must be granted to the actual com- 
petition, would require market re- 
search that FTC has never attempted. 

If FTC prosecutors need no guide 
to trade areas, and, indeed, get on 
better without one, sales executives, 
not to mention buying agents, surely 
lo. An FTC lawyer made these ob- 
servations: 

“A few years ago, in the District 
%t Columbia, a furniture store sold 
uit, transferring its good-will, but 
then reopening across the Maryland 
border, in Silver Spring. The District 
it Columbia buyer charged bad faith. 
The Court looked at the advertising 


+ 


it the man who reopened. Insofar as 
ne used Silver Spring media, it de- 
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cided, he had not breached his word. 
However, he also had used Washing- 
ton newspapers, and so was liable. 
‘The same tests would apply un- 
der the Robinson-Patman Act. The 
more widely a product is advertised, 
the wider the trade area is likely to 
be. If your dealers advertise only 
locally, narrow trade areas are more 


likely. Advertising over a national 
hook-up widens the sphere of com- 
petition — especially since _ people 


travel. 

‘““Trade areas are wider for ex- 
pensive products. You won't go more 
than a block for a loaf of bread; you 
might go as far as New York for a 
television receiver. 

“These points about advertising 
coverage and the importance and price 
of the product are not our tests in 
taking complaints. But they should 
be useful guides to buyers and sellers 
for keeping out of trouble.” 


Take A Tip 


A law firm prepared a manual on 
the Robinson-Patman Act tor A & P 
buyers. ‘Phere were a few tips: 


1. If you sell through brokers in 
some territories and direct in non- 
competing territory, vou still can’t 
sell direct at the brokers’ price, less 
commission. Doing that violates the 
section that bars giving allowances 
“in lieu of brokerage” (2c). That it 


doesn't injure competition doesn’t 
matter. 
2. Companies with zone prices 


must see that the zone border-lines 
also bound non-competing trade areas. 


: - cn 

3. Difterent advertising allowances 
may be given in non-competing mar- 
kets. 


Point three is not obvious from the 
law itself. Only the section dealing 
with prices refers to injury to com- 
petition. The sections barring dis- 
criminatory services do not and, 
therefore, theoretically can apply with 
no consideration of geography. Word- 
ing of the FITC’s annual reports 
shows keen awareness of the distinc- 
tion. However, the FTC lawyer 
pointed out that in taking cases FTC 
always takes competition into ac- 
count. 

Lawyers practicing before the 
Commission offer this last suggestion: 
Manufacturers who themselves map 
out trade areas, offering different dis- 
counts and allowances for different 
territories that don’t compete, are 
usually safe. But the Commission 
won't help them draw such maps. 


Smart 
Industrialists 


make “talking pictures” 
pay big dividends 


AMPRO 
“Premier-20" 
SOUND PROJECTOR 


Wherever an 


important story 
has to be repeated frequently, 


leading companies are using 
16mm. sound films with remark- 
able success! For selling, train- 
ing, demonstrating, public rela- 
tions — the combination of mo- 
tion, sound and color is powerful | 

i) 

\ 


and effective. 

And to help in this job—thou- 
sands of Ampro Premier-20 
projectors are being used by 
America’s outstanding industrial 
concerns. The Premier-20 is a 
rugged, dependable projector, 
delivering brilliant illumination, 
high quality tone—easy to set 
up and operate—simple to serv- 
ice. It has made an amazing 
record through millions of per- 
formances — and incorporates 
numerous features obtainable in 
no other projector. 


Send for Circular 

giving specifications, prices and full de- 
tails on the new Ampro Premier-20. Also 
for free booklet, ‘A Powerful Aid to In- 
dustry,'' showing 
how 16mm. sound 
films can best be 
used to help solve 
your problems. 


*T.M. Reg. U.S. Pat. Of. 


-AMPRO CORPORATION 
2835 N. Western Ave., Chicago 18, Ill. 


Please send me full details, specifications and 
price on the Ampro Premier-20 16mm. Sound Pro- 
jector, also free booklet, *‘A Powerful Aid to 
Industry.'’ 


Name 


Address. H 


City. Stote. ee 1 
‘ : SM349 : H 
A General Precision Equipment Corp, Subsidiary 
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wo [mportant Vardsticks 


See Continuing Study of Farm Publications No 4. Gives 


, readership figures page by page through the September 
oS 20 issue. Representative will be glad to call with a copy. 


£ CONTINUING 


cH FOUNDATION 


Send request on firm letterhead now. 


Write for your free copy of "“InFARMation Please”, a com- 
plete farm survey of information sources of lowa farmers. 
This study was planned and executed to the last detail by 
the Statistical Laboratory of lowa State College. 


Conducted bY 
THE ADVERTISIN ee 
publishers Association 


cooperation with 
The Agriculture! 
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Farm Papera and Form Magazines 
Depended on Most by Farm Operators 
far Information on an Average 
| of Eleven sulijects 


|_| J WALLACE’ FARMER 
IOWA STATE COLLEGE STUDY 
SHOWS EDITORIAL 


and lowa Homestead 
LEADERSHIP . 


Magazine A 


# Magazine B 
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WALLACES’ FARMER and IOWA HOMESTEAD 


Des Moines. lowa 


rapm SERVICE 


“yee CATION, MOTOR TUNEL 
of AND GATTERY SERWICE 


Service Approach to Promotion 
Builds Esso Good-Will Among Farmers 


Sales literature and field projects sponsored by Esso 
Standard Oil Co. are built on a "we're-here-to-help- 


you" 


theme. Earthy and practical printed pieces offer 


advice and help toward the solution of many of the 
work-a-day problems of making a living from farming. 


‘The modern, well run farm is 
highly mechanized and, as such, is 
an important market for many prod- 
ucts manufactured or distributed by 
Esso Standard Oil Co. A farm in 
this category needs tractor fuel, in- 
sect sprays, weed killers, batteries and 
other automotive accessories and, of 
course, gasoline and lubricants—all 
Esso products. 

Recognizing the importance of this 
market, Esso Standard has set up 
a program which goes far beyond 
selling and enters into the realm of 
helping farmers to improve their 
methods and to become more efficient 
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in the practice of their profession. 
As a rule, a farmer’s production and 
profits mount with mechanization; 
the more mechanization, the better 
the market for Esso products. ‘The 
help extended by the company is 
chiefly in the form of a bi-monthly 
magazine and other literature; par- 
ticipation in farm meetings, fairs 
and other events; through scholar- 
ships to +-H members, and by dona- 
tions to the Future Farmers of 
America Foundation. 

Esso Standard Oil Co. has distri- 
bution in 18 eastern and southern 
states. It takes several forms: 


BY ETNA M. KELLEY 


TUNE UP: Esso is putting to the test the 
idea of mobile service stations (top photo). 
At Grange meetings where farmers gather 
to talk shop Esso is on hand with displays 
of its oils and greases and literature on 


their use. An enormous volume is at stake. 


SALES MANAGEMENT 


By Readers and Advertisers 


. shows you don’t need a Hooper rating or a Gallup 
poll to evaluate farm papers in the rich Missouri and 
Kansas farm market. 


Here’s a count of voluntary individual subscriptions sent 
by mail to the three leading farm papers in Missouri and 
Kansas during the six months ended June 30, 1948. 


PROVED 


FARMER READER PREFERENCE 


Subscriptions by mail 
direct to publisher. 


The Weekly Kansas City Star ...... 31,844 
Second Kansas Farm Paper 
Second Missouri Farm Paper ........... wove Oguee 


PROVED 


ADVERTISER PREFERENCE 


Total Advertising 


Country Gentleman .................826,768 tines 
WEEKLY STAR .... 693,577 ” 
Progressive Farmer ............... 652,543 ” 
I od cc-aid eo ow eee 621,232 ” 
RE ar aE 547,384 ” 
Successful Farming .............. ..514,661 ” 
fe ree 506,607 ” 


In Farm Paper 
Advertising 
Lineage in 1948 


Number 


(As reported by Advertising Age January 24, 1949. Includes farm 
magazines, monthlies, semi-monthlies; bi-weeklies, weeklies.) 


Che Weekly Kansas City Star. 


Over 440,000 Paid-In-Advance Cireulation 
Largest Farm Weekly in America 


FARMER 
READER 
PREFERENCE 


+ 


ADVERTISER 
PREFERENCE 


see 
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TOP MIDWEST - 


FARM MEDIUM — 


HERE'S 


WHY! 


The Weekly Star’s firstness 
in technical agricultural in- 


formation and its unique 
speed of publication provide 
a loyal audience responsive 
to advertising. 


Advertisers know The Weekly 
Star provides a degree of 
penetration in its area, not 
equaled by any other farm 
paper. 


Advertisers know _ dealers 
overwhelmingly prefer The 
Weekly Star in its area for 
its selling effectiveness. 


MARCH 


is, 1949 
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trucks de- 


1. Company-operated 
liver directly to the farmer. 


Distributors and dealers who 
buy from bulk plants and deliver by 
truck to the farmer. 

3. Service stations located in towns 
and on highways. 

4+. Flit household and _ livestock 
sprays and some other products are 
widely available at farm supply 
stores, hardware stores, chain stores, 
drug and general stores. 

The setup for reaching the market 
differs somewhat according to local- 
ity, but the pattern in the State of 


New Jersey, which is described in de- 
tail in this article, is typical of the 
operation in other areas. In New 
Jersey there are two full-time farm 
representatives, one operating from 
Trenton, the other from Camden. 
‘These men call upon the farm trade, 
attend farm meetings, plan and man 
exhibits at fairs and other gather- 
ings, and in many other ways keep in 
close touch with the farmers in their 
territories. 

In New Jersey about 65% of farm 
purchases of Esso motor fuels are 
made from independent dealers. It is 


$1,500,000 


line merchandise. 


GREAT INDUSTRIES ww tre 


Growing GREENSBORO MARKET 


SEARS RETAIL STORE 


SEARS new (5 in 1) Retail Store is 
the first of its kind to be built in the 
Southeast. Erected at a cost in excess of 
it occupies an entire city 
block with parking facilities for 513 cars, 
and houses under one roof a complete 
line of Farm, Automotive, Home Modernization and Hard and Soft 


The new Sears Store, Paint Factory and Mail Order Warehouse 
represent an investment of more than $7,000,000 in the Greens- 
boro Market . . . a 12-County ABC Area commanding ONE- 
FIFTH* of the State's total sales and reached only through the 
NEWS and RECORD with better than 64°/, coverage. 


*1948 Sales Management Figures. 


GREENSBORO 


Paul Baker 


Manager 


NEWS and RECORD 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 
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the company’s policy to turn such 
business over to dealers as this be- 
comes feasible. “Buy from your Esso 
farm supply dealer” is a phrase oft- 
repeated in advertising addressed to 
the farm market. 

Esso advertises in all leading farm 
papers in its territory, with copy 
usually running from one-half to one 
page. Some advertisements are based 
on case histories of successful farm- 
ers. The main theme of the farm ad- 
vertisements is the dependability of 
Esso farm products, and all convey 
the idea of the greater efficiency of 
farming methods attained through 
their use. Motor oils, gasoline or Es- 
so’s rust preventive, Esso Rust-Ban, 
may be featured in any particular ad- 
vertisement. 


House Organ Ideas 


sso Farm News, which is mailed 
to 225,000 farmers, is also distributed 
at fairs and meetings. It is a 7x 10 
inch publication of 24 pages, includ- 
ing the cover, printed by rotogravure, 
and generously illustrated with photo- 
graphs, drawings and diagrams. ‘lhe 
contents are practical yet readable, 
and compare favorably with that of 
magazines for which farmers must 
pay. The company’s sales force digs 
up material for many of the articles. 
Some are detailed case histories of 
farmers using successful methods 
which others might wish to emulate. 
College professors and other well 
known authorities on agricultural 
subjects are the authors of some of 
the articles. Editorial coverage is not 
limited to the field of mechanized 
farming. 

In 1944 the Esso “Farm Book,” a 
modern version of the old-time al- 
manac, was issued, and it was revised 
in 1947. To date about 250,000 
copies have been distributed. ‘The 
“Farm Book” is a handbook of help- 
ful information, not only on the care 
of mechanized equipment, but also 
on weights and measures, capacities 
of containers and safety rules. It con- 
tains breeding record blanks and ges- 
tation tables, and other useful infor- 
mation. It also contains illustrations 
of all Esso products for the farm. 

‘“’Trouble—Cause—Remedy” is a 
book on the care of mechanized farm 
equipment, with, detailed recommen- 
dations for pick-up balers, combines, 
beet and bean drills, corn planters, 
corn pickers, potato diggers and many 
other farm machines. It has 102 pages 
and is illustrated with both photo- 
graphs and drawings showing the 
mechanisms of the various implements 
covered. Most of the information is 
given in easy-to-read chart form. The 
author is E. W. Schroeder, head of 
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at GREYHOUND 


in the light of this year’s selling problems 


Sales executives are today giving selling costs the sharpest examina- 
tion in eight years .. . and travel expense is getting special attention! 
This is the time to take a new and thoughtful look at Greyhound, 
in the light of stepped-up competitive selling—to see how greatly 
its services and equipment have progressed, how deeply its low 
fares cut sales overhead. 

In its service to the “in-between” towns and communities —in its 
coverage of markets which have assumed new importance —in its 
unparalleled convenience and frequency of schedules, Greyhound 
has much to offer that deserves your attention — now. , 


ozcor<mano 


GREYHOUND GIVES 
thousands of smaller towns 
their best (often only) pub- 
lic transportation—opening 
a big additional field for 
intensive selling. 
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GREY H 


GREYHOUND STATIONS 

located at the busy heart 
of each town and city are 
convenient headquarters 
for selling. Fine new termi- 
nals are built and building. 


SALESMEN RELAX 

in the deep-cushioned com- 
fort of a SuperCoach — ar- 
rive rested and refreshed. 
No driving strain, no traf- 
fic or parking troubles. 


OUND — 


SERVING 48 STATES, 
Greyhound makes all 
America accessible to ac- 
tive selling programs. More 
than 85,000 miles of fine 
highway routes. 


~ 


FAR LOWER COST 

per mile, than any other 
kind of transportation. 
Tickets cost only 14 to 4 
as much as operating a pri- 
vate auto or company car! 


LS \= 


86,049 


FAMILIES WEEKDAYS 


124,589 


FAMILIES SUNDAYS 


AVERAGE ABC NET PAID 
3 MONTHS ENDING 12-31-48 


The Vindicator is Youngstown's only 
newspaper. A single newspaper, a 
single campaign, at a single low cost 
will do the job you need in this rich 
Ohio Market. 


100°% coverage ABC City Zone 
78% daily coverage ABC Trade Area 
90°% Sunday coverage ABC Trade Area 


oungstown Vindicator 
KELLY-SMITH CO. 


National Representatives 


ADVERTISEMENT 


Getting Ahead in Business 


Thomas Erwin, who has been named 
vice-president, director and general man- 
ager of the Chicago office of Abbott 
Kimball Co., Inc. Mr. Erwin is a regular 
reader of the Wall Street Journal. He and 
23,508 other Vice-Presidents in the Amer- 
ican business scene, coast to coast (of a 
total audience of 223,641 business lead- 
ers) are aided in making their decisions 
by reading America’s only national busi- 
ness daily. 
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FILL "ER UP: That familiar cry rings out on America’s farms as well as cities 
Many farms have pumps and Esso’s promotions aim to keep Esso gas in tanks. 


the Department of Agricultural En- 
gineering at Oklahoma A. & M. Col- 
lege. The book contains no references 
to Esso or its products in the text 
section, but the company’s products 
are pictured and described in a de- 
partment at the back. The layout and 
format are attractive, and an indica- 
tion of the care which went into its 
production is the inclusion of punch- 
holes and a cord to permit hanging 
on a hook for quick availability in 
the barn or other outbuilding. 


Free Charts Pull 


Another aid to farmers, which falls 
in the literature clase, is the lubrica- 
tion chart which is distributed free. 
There are more than 100 of these, 
one for each make of tractor and 
farm machine in common use in the 
territory in which Esso markets. 
Printed in red and blue on heavy 
white stock, the chart opens out to a 
sheet 23 x 1334 inches and contains a 
drawing of the particular machine 
covered, with arrows leading from 
texts in the margins telling the name 
of the part and the type of grease 
recommended for it. There are also 
general instructions and other per- 
tinent information, all adding up to 
a handy guide for the care of the 
equipment. These charts have been 
distributed at Fairs and farm meet- 
ings and have been offered by coupon 
to readers of Esso Farm News. 

Esso farm representatives spend 
much of their time in the field with 
farmers. In 1947, latest year for 
which complete records are available, 
the two farm representatives in New 
Jersey attended 47 meetings, with a 
total attendance of more than 5,000. 
‘These men also attended, and staged 
exhibits at, eight State, county and 
local fairs. In addition, they attended 
meetings on orchard spraying, a 
gathering of peach and apple growers 


at Rutgers University, the annual 
meeting of the New Jersey Horticul- 
tural Society, and other 
events. 

The usual procedure for participa- 
tion in a Grange or other local meer- 
ing is about like this: ‘The farm rep- 
resentative, who is in close touch with 
events in his territory, knows when 
the meeting is to be held. He pre- 
pares a display of literature, includ- 
ing lubrication charts, the book or 
care of equipment, Esso Farm Net 
and Esso road maps. He also pre- 
pares a display of the Esso products 
used by farmers. These displays are 
arranged against an advertising poster 
which serves as a background. Fo 
entertainment, the salesman provides 
films. One may be one of the Stare 
series recently’ produced by Esso 
Standard Oil, showing the industries 
scenic attractions and historical scenes 
of each State covered; the second 
might be one of the other films pro 
duced by the company, or one of the 
series of helpful farm films produced 
by the Ethyl Corp. The Esso repre 
sentative remains on hand until che 
meeting breaks up, and holds himse!t 
in readiness to answer questions of 
those in attendance. 


similar 


Displays at Fairs 

Participation at a fair is a mo 
ambitious project. The duration 1s 
longer: The State Fair at Trenron 
lasts eight days, the Flemington Ag: 
cultural Fair a week, and the Morris 
County Fair five days. At these. dis- 
plays are more elaborate, with large 
showings of products. 

Farm representatives make it the: 
business to keep in close touch with 
what is being done at agricultural 
colleges in their territories. In Neu 
Jersey, for instance, these men know 
what is going on at Rutgers and are 
familiar with the Extension work and 
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Home Economics staff's activities 

there. They are also posted on work 
being done in soil conservation in the 
State, and with the various experi- 
mental stations and other agencies 
whose activities affect the farm mar- 
ket. 

Two years ago Esso inaugurated 
a program of awarding college 
scholarships to 4-H Club boys. When 
the plan has been in operation for 
four years there should be, at any 
given time, 92 students working un- 
der this plan in agricultural schools 
of their choice in the marketing area 
served by Esso. ‘The students are 
chosen on the basis of the quality of 
their 4-H Club work and _ their 
scholarship at high school. They are 
not selected by Esso Standard Oil 
Co.. but are chosen by county agents, 
group leaders, and deans of universi- 
ties, acting as a committee. 

} Esso also contributes to the Future 
Farmers of America Foundation set 
up to promote vocational agricul- 
tural training for farm boys in high 
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: schools. The fund, to which several how 
companies contribute, is used for * 
4 prizes, trips and educational materials F 
. 2 tor the boys taking vocational train- 
| ing through this organization. | to | 


| save | your salesmen’s 


Tew (tebe... cut your selling cost 


re 
7) If you sell industrial products, each call a salesman makes 
- costs you from $7.50 to $10. At that rate your problem is to 
eS get your salesmen to spend more of their time with the 
vd ready-to-buy prospects. 
- | How do you find those prospects? By making it easier for 
he them to find you. Here’s how Sweet's helps you do that: (1) 
ad By distributing your catalog to the hand-picked organiza- 
. . tions and individuals who represent the bulk of buying power 
ne | This Presentation in your market. (2) By keeping your catalog constantly at the 
tf | Sells Autos finger-tips of those people so they can refer to it at the time 
of ' they are ready to buy. (3) By acting as consultants in the de- 
Ihe days are gone when people signing of the right kind of catalog. 
will grab a car sight unseen. Now The cost to you for this service is surprisingly low. Catalog | 
they want to see and read about “‘fea- preparation, printing, filing and distribution averages less 
tures.” With a flip flop presentation than 2¢ per page. 
Ss tor the dealer's showroom, Chevrolet Wouldn't you like to have a Sweet’s man show you exactly 
v1) makes it easy for the prospect to get how this service works? , 
at the information he wants himself. 
ris | kach presentation is prepared to 
is- catch a double audience. The back 
re ot each page duplicates the front. 
Tests show that, in a car showroom, 
el when one person thumbs through the 
irh presentation, another watches, too. 
ral Ihe presentation, produced by Ein- 
ew * son-Freeman Co., Inc., is self-index- 
ow | ing. It fits on a permanent fixture, Puts your catalog into the buyer’s hands when he’s ready to buy 
ure ready tor annual refills. Dealers buy 119 WEST 40m STREET, NEW YORK 18, N. Y 
nd | both the base and the insert. : amen 
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‘The’ Deep ‘Freeze... 


For twenty-five years there was no more 
eager beaver in business than Bill Whitely. 

At college, Bill was the only man in his 
fraternity house who read all the Alexander 
Hamilton Institute books all the way through. 

During the years he was moving ahead in 
his company, business magazines filled much 
of his brief case, nights and weekends. 

The war boosted both the company and Bill. 
The company came out in fine shape, but Bill 
found himself another over-fifty, over-weight, 
overtired executive, with bi-focals and almost 
grown family he didn’t know very well. 

Now his off hours aré taken up by television, 
mystery stories, movies and other time-killing 
devices he once disdained...And most of the 
business publications go into the big side drawer 
of his desk that his secretary calls “the Deep 
Freeze”... usually to emerge weeks later in 
the Outgoing tray! 


Tue Deep Freeze is a factor that must be 
faced by all advertisers to the business markets. 


New problems and conditions take more of 


the business man’s time, energy, thinking. 
Business publications and all periodicals, 


newspapers ... have more advertising and more 
pages... take more time and energy to read. 

Something has to give somewhere. With 
more to read, less time and energy for reading 
...-more and more business men these days 
settle for Nation’s Business. And the advertiser 
to business might profitably do the same! 


Nation’s BustNess is not a substitute for 
your newspaper, trade bulletins, or the New 
York Stock Exchange ticker . . . specializes in 
intelligence rather than information. 


In a world where too much is going on... 
knowing what, happened yesterday is not as 
important as understanding why it happened. 
Effects are obvious, causes often anything but 

. Nation’s Business elects to scale the forest 
rather than cut down a tree... to appraise in 
advance rather than view-with-alarm later. It 


Common stock ... must be boughtby Read “Baby Food for Methuselah,” by Bat 
the middle-incomed...see “Speculate or Peter J. Whelihan. 


Stagnate,” by Francis Adams Truslow. 


Business statistics...are better than 


USINESS | 


“The Prudent Man’s Last Stand,” 
passing of the Boston trustee and personal 
estate management... by Milton Lehman. 

Only as old as you eat!... Effects of 
age may be due to diet deficiencies... food 
for old people promising new industry... 


business... soft line price breaks spread to 
hard lines... but government economists 
still fear inflation rather than deflation... 
see Management's Washington Letter... 
plus a dozen additional stimulating articles 
in the March Nation’s Business. 
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is more concerned with the long trend than the 
quick turn or quick dollar... with helping to 
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make events make sense to business men. 


Inflation, Russian aims, national defense, 
f ECA, raw materials supply, Ruhr restoration, 
labor legislation, government finances... most 
of the headlines that make headaches... were 
briefed by Nation’s Business three to twenty- 
four months ago. Its readers know of important 
developments in time to do something about 
them... which is why Nation’s Business has 
gained readers and respect the past ten years. 

Issued monthly, it doesn’t gang up on you, 
can be read at your convenience. And everything 
in it is worth reading, written and edited for 
easy reading by non-experts. 


Wirn more than 650,000 circulation... 
Nation’s Business influences the majority of 
the men who influence the nation’s business... 


offers the advertiser more coverage in the whole 
field in every classification ...is the easiest, 


most economical means of sending a sales 


message where it counts most!... Maybe you 


ought to know more about Nation’s Business? 


Call any office. 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 
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“Retail” Stores Reverse Sales Curve 
For Victor Equipment 


Based on an interview with E. A. DANIELS * Vice-President in Charge of Sales, Victor Equipment Co. 


The owner of a medium-size welding shop is his own pur- 
chasing agent. When he's sold on equipment, he wants on- 
the-spot delivery. Victor caters to him now with both mo- 


bile and permanent stores as easy to shop in as a 5 & 10. 


Not long ago, Victor Equipment 
Co., San Francisco, which makes and 
distributes flame cutting and welding 
equipment, found itself facing a seri- 
ous competitive problem. Victor’s 
competitor, exploiting the complete- 
ness of its line, was exposing its prod- 
ucts to prospects more often than Vic- 
tor was in a position to do so. Victor’s 
solution to its critical problem has 
been to set up a “retail” operation. 

Victor, unlike its competitor, does 
not make nor deliver gases used in 
cutting and welding equipment. 
Originally, this was not a serious 
matter. Customers ordered their 
gases, equipment and supplies from 
salesmen for later delivery. Com- 
petitively, all salesmen were on about 
equal footing. 

But as the welding market devel- 
oped and grew in complexity, cus- 
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not only for gases, but for new equip- 
ment and replacements. 

It was not long before gas delivery 
trucks were stocked with assortments 
of rods, torches, and other small sup- 
plies. Customers for gases quickly got 
into the habit of picking out items as 
they needed them and taking delivery 
on the spot instead of waiting for a 
salesman to call. Victor’s 50 sales- 
men still worked hard on their calls, 
but they began to lose ground. 

L. W. Stettner, Victor’s president 
and general manager, recognized the 
company’s sales problem as a tough 
one. He realized that, if the company 
were to stay in business, it must offer 
a different merchandising service. 

The Victor response to the “milk 
truck route” of its competitors was 
two-fold. First the company intro- 
duced the Victor store-on-wheels. 
Then it set up “retail” stores in the 
territory it served directly, and dis- 
tributors set up similar stores in their 
territories. 

Why did Victor elect to set up a 


INSPECT IT, BUY IT, TAKE IT: It's as simple as that for the industrial 
buyer who steps into Victor's store-on-wheels. This "retail store” plan 
helped pull Victor Eauipment Company out of a tough competitive spot. 


tomers began asking producers to pro- 
vide supply sources closer to points 
of use. Customers particularly wanted 
to get gases quickly. So Victor’s com- 
petitor established warehouses in vari- 
ous parts of the country. Not long 
afterwards, Victor’s competitor ar- 
ranged for its trucks to make delivery 
of gases directly to the user’s plant. 
This move gave the company a major 
advantage. Now it was in regular 
contact with customers and prospects, 


“retail” kind of operation? In the 
words of E. A. Daniels, vice-president 
in charge of sales, “People who buy 
welding equipment like to shop.” 
Victor has two classes of customers. 
There are the very big ones (such as 
the oil companies) where anything 
bought first of all must be approved 
by the engineering department, and 
where Victor’s selling is done by 
salesmen on that level in the tradi- 
tional way. The other group, numeri- 
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TWO markets at ONE low cost is what you get in the Post- 
Gazette—PLUS the BIG Circulation. For it not only calls on 
more total families BY FAR than any other Pittsburgh daily— 
but also is the only newspaper that routes your advertising as 
you route your salesmen to help sell the million central city 
people—and then travels beyond to sing the same selling song 
to the two million more who live in and around the 144 cities 
and towns of 1,000 to 75,000 population. 


‘ PITTSBURGH CS 
D 89,000 MORE THAN THE SUN-TELEGRAPH 
= , 
35,000 MORE THAN THE PRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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cally much larger, consists of medium 
size and small industrial shops. It is 
the key men—the ones who use the 
equipment—in these outfits who, Vic- 
tor finds, “like to shop.”’ It was with 
these prospects with whom contact 
was being lost and it is to these men 
Victor believed it would appeal with 
stores-on-wheels and permanent “re- 
tail’’ stores. The idea was tested first 


in the territory where Victor sells 
direct: California, Western Nevada 
and Arizona. 

Victor has a dual operation: it 


manufactures flame cutting and weld- 
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PEORIA NEWSPAPERS, INC., Agent, 


ing equipment under its own name; 
and it distributes worldwide both its 
own products and selected, related 
items of other manufacturers, mostly 
on an exclusive basis. Outside of the 
Western states named, it _ sells 
through distributors and jobbers in 
the United States; and it has foreign 
distributors. Altogether, its distribu- 
tors and jobbers number about 250. 

Victor divided its selling into a re- 
tail and a wholesale operation. Be- 
ginning with “retail” stores at a few 


key points on the coast and several 
outlying 


stores-on-wheels for terri- 


Bunt 


Pabst’s 
newly enlarged 
Peoria Brewing Plant 
is One of the 
Nation’s Largest. 


Another Major Industry 
Growing with Peoria 


Metropolitan Peoria 
Population 185,000 


INC « Offices Principal Cities 


tories which would bring the same 
sort of service to small business areas, 
the company proceeded to test its 
theory that this approach would es- 
tablish a contact that nothing else 
could. 

You might describe Victor's stores 
as a variation of the manufacturer's 
or wholesaler’s -display room; the 
trucks an expansion of the sales- 
man’s sample kit. The significant fact 
is, that from both of them the cus- 
tomer can shop and from both he can 
buy. Modern store planning and all 
of the resources of display and mer- 
chandising are employed to make 
them as functional as a five-and-dime 
—on the specialist’s level. 

“What we do,” explains Mr. 
Daniels, “is to bring together and 
display effectively everything in weld- 
ing, our own make and the related 
lines which we handle.* At the same 
time we give demonstrations and com- 
plete service.” 


How It Works 


How does it work? 
sell, as Victor sees it, 
uses the equipment. 


The man to 
is the one who 
This man likes 


to see, touch and handle the equip- 
ment, and while doing so. talk to a 


salesman well informed about the 
product. Give this prospect a catalog 
—alone—and he'll miss three quar- 
ters of the items you could sell him. 
(Victor has several comprehensive 


catalogs, however, with numerous 
pages in color). Send.a salesman to 


see him with a sample case and he'll 
be annoyed at the wait for delivery. 
But now both the permanent stores 
and the stores-on-wheels enable Vic- 
tor to make the most of related item 
selling. 

‘There are two sorts of buying in 
these stores and_ store-trucks: the 
welder or shop foreman who is shop- 
ping tor his own small or medium- 
size business picks out what he wants. 
pays for it, or charges it and takes 
the items away with him. ‘The welder 
or foreman who is an employe makes 
notes of what he wants, goes back to 
the shop and asks the man who does 
the buying to place a_ requisition, 
knowing the material will be deliv- 
ered promptly. 

The store-on-wheels was an even 
more direct answer than the “retail” 
store to the “milk truck route” of its 
competitor. Victor countered with 
something like a bread truck service. 
It gave its salesmen serving certain 
areas, attractively designed trucks 
stocked with a wide assortment of 
apparatus and supplies of its own 
manufacture and of other manufac- 
turer's and sent them direct to out- 
lying plants. Where there are a num- 
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ber of customers or prospects in an 
area, the store-on-wheels parks in a 
place convenient for them to visit and 
shop for standard items as well as to 
inspect new ones. Obviously, this 
combine$ service with an educational 
exhibit and makes a salesman’s visit 
an event of greater interest.* 

“This innovation alone,’ Mr. 
Daniels points out, “has increased 
the productivity of our field men tre- 
mendously. ‘The plant-door contact- 
ing, offering an over-all service 
(minus gas ) . has met grateful 
sponse from our customers.” 

Victor customers who like to shop 
and talk shop are equally keen about 
the “retail” stores. So effective have 
they proved in the Coast region where 
the company sells direct that it has 
just opened a Chicago branch where 
it will try out the same sort of “re- 
tail” selling. 

Having satisfied itself that its cus- 
tomers will buy more as the result of 
the sales setup, Victor felt it was in 
a better position to give aid to its 
network of distributors and jobbers. 
‘The company makes a distinction be- 
tween these two. It sets up some dis- 
tributors on an exclusive basis in the 
Eastern areas and they in turn may 
take on a number of sub-distributors 
or jobbers. Where a large distributor 
is not desirable, Victor establishes a 
system of non-exclusive jobbers. Dis- 
tributors, jobbers and sub-jobbers are 
situated in all of the major industrial 
centers. In rural areas, non-exclusive 
jobbers cover their local territories. 


Supervisors 


Victor representatives are main- 
tained in the field, each to supervise 
a territory that includes a suitable 
number of distributors and jobbers. 
Duties of these men are: to train 
dealer salesmen in merits and appli- 
cations of the equipment; teach the 
Victor set-up of “retail” and service 
departments; shoot trouble on any 
complaint; promote sales by personal 
contact with potential users through 
calls along with the dealer’s men; to 
introduce new products; and, last, 
but of major importance, to teach 
the dealer and his sales personnel the 
proper use of the company’s promo- 
tional, sales and educational material. 

This material includes catalogs, 
price lists, technical booklets, en- 
velope stuffers, and point-of-sale dis- 
plays. ‘here are interestingly writ- 
ten pamphlets on specific items; ma- 
terial on engineering facts; repair and 
service technique instruction booklets ; 


*Victor distributes General Electric's 
arc welding machines, accessories and 
supplies; and products of nearly 80 
other manufacturers. 
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and instruction matter 
signed for educational 
throughout the country. 
teachers and _ students in trade 
schools, high schools, colleges, and 
lecture courses, this latter material 
is not advertisin gas such but for gen- 
uine educational use. This material 
includes such visual aids as cross sec- 
tion wall charts for use in classroom 
work. 

Dealers are shown how to make 
their “retail” stores headquarters for 
everything that’s associated with 
welding, thus giving their customers 


especially de- 
institutions 
Aimed at 


Shock proof! 


Smart advertisers 
are looking over the 
figures on this 


UNBEATABLE 
COMBINATION 


a one-stop purchasing point for this 
type of apparatus and supplies as well 
as repair and service. The method 
that has worked so effectively in the 
company’s direct selling is, in short, 
inculcated into dealers and their sales 
personnel and every assistance given 
them to do the same sort of merchan- 
dising. 
How 
pany s 


has it worked? ‘The com- 
annual report provides one 
answer. In 1940 gross sales were $1,- 
414,600. In 1947 they were $4,866,- 
667.04, and this year may be regarded 
as the first normal one after the war- 


Patricia Knight 
appearing in 
“SHOCKPROOF" 
A Columbia 
Picture 


New Orleans Homes...... 181,100 
Combined City Daily..... 181,282 
Sunday City .....--...... 152,330 


TOTAL CIRCULATION 
M. & B, cccccevcveccecce ee 
SUREOY. 900:00s0000000'se ss eee 
& Months Ending Sept. 30, 1948 


Milline Rates as Low as 
1.83 M. & E.—1.82 Sun. 


ge Mew Dleana TIMES: PICAYUNE and STATES 


% SumDAY %& EVENING 


re AND OPERATING RADIO Sane WTPS AND WTPS FM — REPRESENTATIVES: “JANN & KELLEY INC. 
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FOR A SOUND 


sign program consult Art- 
kraft — sign headquarters 
for America’s leading mer- 
chandisers for over a quar- 
ter of a century. Artkraft 
Sign Company, Division 
of Artkraft Manufacturing 
Corporation, 1137 East 
ew] Street, Lima, Ohio, 


time boom period. The gain regis- 
tered is 250%. Instead of losing 
ground, the company is_ steadily 
gaining. 
The reason for this, Mr. Daniels 
believes, is that the revised selling 
approach has closed the distance that 
was growing between them and their 
prospects. It has brought them into 
continuing close relationship with 
their customers and prospects. That’s 
the great gain from the company’s 


point of view. It is a change that is 
winning an increasing amount of 
good will for Victor Equipment by 
providing the customer with prompr 
service. 

So pleased is Victor with the re- 
sponse, both in the greater volume of 
sales and in customer appreciation, 
that it will extend the retail level 
selling. More “retail” stores are due 
to be set up in the area where the 
company sells direct. 


EVERY EXECUTIVE NEEDS ONE! 
IDEAL AS A PROMOTION GIFT! 


WATER RESISTANT «+ 17-JEWEL 


CHRONOGRAPH 


@ Original "4-in-1" Amazingly low 


price 


@ WRIST WATCH 
@ STOP WATCH $99.75 
e TELEMETER Plus 10% Tax 
@ TACHOMETER (formerly $85.00) 


* 2 Push Buttons 


* Radium Dial 
* Shock Resistant 


* Stainless Steel 


* Sweep Second Back 
Hand * Unbreakable 
¢ Anti-Magnetic Crystal 


OUR FAMOUS GUARANTEE— 
MONEY BACK IN 10 DAYS 
if not satisfied for any reason 


MAIL ORDERS promety filled. Send check 
or money order. (C.0.D. if you wish) 


ADLEW JEWELERS 


Dept. S.M., 117 West 42nd St., New York 18 


THIS TROUBLE-SHOOTER'S A SALESMAN ... 


It's the Mobil Start-O-Scope—an instrument developed by 
Socony-Vacuum Oil Co., Inc., to test automobile batteries. Much 
of the battery trouble plaguing drivers can be avoided by a method 
of testing which predicts battery failure well ahead of its occurrence, 
according to R. C. Rudisill, manager of Socony-Vacuum's battery 
division. And this Start-O-Scope, which is essentially an expanded 
scale voltmeter, makes it possible to make tests quickly and neatly, 
even on batteries in which the fluid is too low for hydrometer read- 
ing. Drivers can understand the readings, too, because the state of 
charge is given in percentage rather than in terms of specific gravity. 


That the instrument is effective in building service station good- 
will among customers, as well as increasing sales volume, is evident 
from the results of a recent survey made by Socony-Vacuum. During 
one month 115 dealers in several states checked 2,859 batteries and 
found that 524, or 18.3%, would fail within the next 60 days and 
needed to be replaced. The proportion of replacements indicated 
by the Start-O-Scope was in line with actual replacements as shown 
by sales figures for the corresponding period. The company found 
that most drivers appreciate the warning of impending battery 
trouble and will do what is necessary to prevent it, either by having 
the battery recharged or replaced. Of the 524 drivers who were 
told that their batteries needed replacing, 445 bought new ones. 
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SHORT COPY sells —in selected markets 


Snowy-Soft 


“The outdoor medium has been employed successfully by Northern 
over the years. Its characteristics fit our requirements for broad 
coverage within selected markets. Further, posters afford the means 


to dramatize our sales points continuously for 30-day periods.” 


HA pew 


¢ 
H. L. NICHOLS 
Gensval Sales and Advertising Manages 


NORTHERN PAPER MILLS 


This advertisement—one of a series now being 
placed in advertising publications—is paid for 
by a group of outdoor advertising companies in- 
terested in promoting a better understanding and 
greater appreciation of the medium everywhere. 


STANDARD OUTDOOR ADVERTISING INC. * 444 MADISON AVE. * NEW YORK 22, N. Y. 
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The big market for most things 


the biggest market 
in better homes. And that goes 
for steak and frozen vegetables, 
puddings and plushy carpets, 


is in homes: 


down comforters and cars, 


insuranee and peanut butter. 


BH&G is the best 3,000,000 
families you can buy—let us 
prove it to you. 
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AGE through any issue of Better Homes & Gardens 
titles and advertising headlines — and 
ads. 


for editorial 
you'll find it’s hard to tell the articles from the 


Zip Open a Package and Make These with Cereal...Mirrors 
Make a Bathroom Bigger ...6 Ways to Make Ironing 
Easier... How to Cut Costs for Walls and Ceilings... 
How to Make a Pair of Decorator Draperies in 5 Minutes 
can you tell which is advertising and which is edi- 
torial? (See below for the answer.*) 

Better Homes & Gardens 
cover, ads and all. the book is 100% 
living in a better home. Telling folks 
most direct route to their concen- 


Right there is the heart of the 


story. Cover to 
service on better 
how seems to be the 


trated attention. 
That's the big reason why our circulation is over 3,000,000. 
More that’s why our readers treat BH&G as 


Minttias Fiat Sore Majatine 


important, 


ow to sell them—tell them how! 


Hy Eddy. 
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a workbook, not just a casual book for casual reading. 
Still more important, that’s why our audience of over 
3.000.000 is all sereened and ready for your story— 
looking for it—eager for facts and information and help 


that you give. 


Furthermore these families have incomes that are 
among the highest for all big magazines. 


In fact. we think they are the best 3,000,000 families you 
can find anywhere. Want to challenge our representa- 
tive to demonstrate that they are? 


* Advertisements: 6 Wavs to Make lroning Easier . . . How to Cut Costs 
for Walls and Ceilings... How to Make a Pair of Decorator Draperies in 


> Minutes 
*Editorial: Zip Open a Package and Make These With Cereal... 
Make a Bathroom Bigger. 


Mirrors 


It Serves 


Better Ho Mes 


Solt Screens 


bard Cis So It Sells 
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Perfection Promotion 


The “Show ’Em”’ technique is 
slated to play an important part in 
the Perfection Stove Company’s 
spring advertising campaign promot- 
ing the sale of the company’s oil-burn- 
ing ranges. 

Oil range advertisements appear- 
ing in 11 national and regional maga- 
zines with a total circulation of 13,- 
000,000 will contain coupons on 
which readers may express their de- 
sire to see a dealer demonstration of 
a Perfection Range. Four magazines, 
lHlousehold, Farm Journal, Progres- 
Pathfinder are 
scheduled for four-page color inserts 
featuring Perfection Ranges. ‘Two- 
page spreads in full color will bring 
the Perfection sales message to 5,000,- 
000 American homes via Poultry 
Tribune, Southern  Agriculturist, 
Country Gentleman, and Ilolland’s 
Magazine, Southern Planter, and 
Grit will carry double-page advertise- 
ments in black and white. 

The company is supplying its stove 
dealers with an assortment of sales 
aids which enable them to take full 
advantage of the February-to-June 
advertising campaign. Floor and win- 
dow display pieces, mats and stereos 
for local tie-in advertising, and one- 
minute radio announcements 
have been sent to dealers all over the 


sive Farmer, and 


spot 


country, along with detailed instruc- 
tions on effective range demonstra- 
tions. A series of “time-tested, traffic- 
stopping stove promotion ideas’ has 
also been supplied. 

‘Theme of the spring campaign is 
“No other range can beat the mod- 
ern Perfection Oil Range.” 


More Match Books 
For Hunt 


Hunt Foods, Inc., will continue its 
extensive national magazine campaign 
for Hunt’s tomato sauce, expand its 
magazine and newspaper advertising 
for Hunt’s canned peaches, intensify 
its heavy use of match book advertis- 
ing, feature recipes in every insertion 
and continue its color photography as 
highlights of its 1949 advertising 
program through the Hollywood, 
Calif., office of Young & Rubicam, 
Ine. 

Life will carry 26 color pages dur- 
ing the year. Insertions in women’s 
publications will be augmented. 
Ladies’ Home Journal will carry six 
color pages for peaches and another 
for tomato sauce. Good Housekeep- 
ing will have six color pages plus a 
two-thirds 


page for tomato sauce. 
McCall's Magazine and Better 


Ilomes and Gardens each will run 
seven color pages on the tomato 


sauce, 


THE ADVERTISING COUNCIL'S U. S. Savings Bond campaign here supported 
by (left to right) Arthur (Red) H. Motley, president, Parade Publication, Inc.; 
Harriet Edmunds, president, The Chartmakers, Inc.; George Moran, partner, 
Moran-Lindall, Inc., payroll delivery service which has offered to supply its custom- 
ers with slips on various Council campaigns to reach 5,000 employes every week. 
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EASTER BOW: Guerlain, inc., presents its 
new L'Heure Bleue Eau de Cologne on cos- 
metic counters across the country March 20. 


Hunt advertisements will all fea- 
ture recipes that help the grocer sell 
“related items.” 

Already the largest user of match 
books in the food industry, Hunt will 
increase its promotion in this medium 
during 1949 by distributing 1,000,- 
000 books through grocers. Each will 
carry color advertising on the cover 
and a recipe on the inside. 

Regional campaigns will be organ- 
ized on a spot basis according to mar- 
keting conditions. First of these will 


be a spring peach drive in New 
York City, using heavy newspaper 


space spearheaded by eight color roto 
pages in The Sunday News. 

Merchandising the campaign to the 
trade, six double spreads have been 
bought in The Progressive Grocer, 
plus six single pages in Super Market 
Merchandising, Chain Store Age, 
National Grocers Bulletin, Food 
Topics, and Grocer-Graphic. Addi- 
tional business magazine insertions 
will be made in special issues. 

[ncluding magazine readership and 
match books alone, Hunt recipes will 
be exposed to nearly two billion read- 
ers in 1949, The company will also 
continue to cooperate with merchan- 
dise awards on top-ranking audience 
participation programs. 


Leader in N. Carolina 


Modlin Motor Sales, Leader 
Tractor distributor for the State of 
North Carolina, located at Golds- 
boro, N. C., has launched an adver- 
tising and promotion program in co- 
operation with its 67 dealers there. 

Fifty-two North Carolina news- 
papers and five radio stations are 
being used every week—over a 10- 
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Lifetime Durability 3 


in Steveo Luggage 
and Business Cases; 


To men who are selling con- 
stantly, wearability is most im- 
portant. That's why Stebco has 
introduced these two new ex- 
clusive features—unconditionally 
guaranteed for the life of every 
bag: 


QStetco 
LIFETIME 
eEoce \(/E 


This plastic “T” rail edge pre- 
vents scuffing, fraying and 
breaking open. Retains’ the 
smartness and shape — adds 
years to the life of your bag. 
It's almost indestructible. 


Ostevco holt 
LIFETIME {A 
HANDLE 


Guaranteed never to snap off. 
Solid leather, steel re-inforced, 
gives cushioned carrying com- 
fort plus lifetime durability. 


EVERY STEBCO BAG 


includes these two exclusive 
durability features—available in 
finest grain leathers, as well as 
durable Stebco TUFIDE. Special 
order salesmen’s cases made for 
volume users. For details and 
prices write direct to Stebco. 


a 
WB 


Stebeo 


FINE LUGGAGE and 
BUSINESS CASES 


SINCE 1918 
4242 W. Fillmore Street «+ Chicago 24, Illinois 
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ALUMINUM Jell-O molds, merchandised by 
General Foods Corp. in super markets, are 
being snapped up by buyers: 25¢ for six. 


week period—to promote a contest for 
North Carolina farmers. One-minute 
radio announcements are being broad- 
cast over WBT, Charlotte, WBIG, 
Greensboro, WPTF, Raleigh, WG- 
TM, Wilson, and WHIT, New 
Bern, N. C. Direct mail and point- 
of-sale material are also being used. 
Farmers are invited to visit the show- 
rooms of their nearest Leader dealer 
and to write letters telling why they 
like the Leader tractor. 

The contest closes on April 30. 
Writers of the prize-winning letters 
will be awarded a new 1949 Leader 
tractor, a plow, a disc, an Apex 
Wash-A-Matic automatic washer, 
Dish-A-Matic dish-washer, Fold-A- 
Matic ironer, Apex washer, Thor 
washer, cylinder-type vacuum cleaner 
and six General Electric irons. 
Electric appliances are being given 
as prizes to create interest in the con- 
test among farm women and because 
North 


Carolina has made farmers very con- 


‘scious of labor-saving electrical equip- 
| ment. 


Leader tractor dealers are co- 
operating very closely with Apex re- 
tailers in each community. Many 
Leader dealers are displaying Apex 
appliances alongside Leader tractors 
and many Apex retailers are passing 
out Leader contest entry blanks. All 
entries must be certified by Leader 
tractor dealers to qualify. Only farm- 
ers and farm owners are eligible to 
enter the contest. 


H. V. Modlin, owner of Modlin 
Motor Sales, says: “We aren't in 
position to compete with Stop the 
Music and other give-away programs 
that hand out $30,000 at a crack 
to one out of 140,000,000 citizens. 
Considering the fact that this con- 
test is confined to only one state— 
and only to farmers in that state— 
we think our little cache of $3,000 
worth of prizes will be interesting 
enough to get the attention of a lot 
of farmers in North Carolina. 

“We expect to see more farmers 
come in to look over the Leader 
tractor at all our 67 dealerships dur- 
ing the period of this contest than we 
have had visit our dealers all last 
year. We can’t expect to sell every 
last one ot them a tractor but we 
sure do mean to educate them on the 
merits of the Leader line.” 

Before getting under way, the pro- 
gram was fully presented to Leader 
dealers in North Carolina by Mr. 
Modlin and by executives of the 
Leader Tractor Co. and its advertis- 
ing agency, Richard T. Brandt, Inc.. 
Cleveland. 


Ten-B-Low, Strawberries 
The Ten-B-Low Co., Columbus. 


©., makers of an ice cream concen- 
trate, will launch an intensive spring 
advertising campaign to promote both 
‘Ten-B-Low and fresh strawberries. 
Opening guns for the campaign are 
scheduled to be touched off with full- 
page advertisements in the April 
issues of Super Market Merchan- 
diser, Food Topics, and the March 
Produce Manual issue of Chain Store 
Age. These advertisements will carry 
the headline, “Biggest Strawberry 
Promotion in History,” and will tell 
the story of Ten-B-Low tie-in with 
fresh strawberries. In addition, each 
advertisement will offer grocers free 
promotional material which includes 
suggested store displays, four-color 
consumer advertisements, recipe give- 
away pads, order cards, and other 
miscellaneous items. 

Added promotional punch will be 
supplied consumer-wise by full-color 
advertisements appearing in the May 
issues of Ladies’ Home Journal, 
Woman's Home Companion, Th 
Family Circle Magazine, and The 
Progressive Farmer, reaching more 
than 25,000,000 homes just as the big 
strawberry season opens. 

This campaign is said to be the first 
nation-wide consumer promotion of 
one of America’s favorite fruits 
coupled with a favorite dessert—ice 
cream. 

Ralph H. Jones Co., Cincinnati, 
QO., and New York City, is the agency 
for the ‘Ten-B-Low Co. 
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‘| Sinclair’s 15-Year Experience 
Proves Value of Spot Movie Ads 


iY Advertising Agency: Hixson-O’Donnell 
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FOR 15 YEARS continuously, Spot Movie Ads in theatres have SINCLAIR SPOT MOVIE ADS are like short news-reel features 


been an important part of Sinclair Refining Company's adver- in the theatre’s regular program. They give a local impact to the 

tising program. Sinclair Agents and Dealers are enthusiastic national advertising program because they feature the name, 
5. about Spot Movies because their experience proves movie ads address and phone,number of the local agent or dealer by means 
- sell Sinclair products and services for them. of a special signature. 


THE SINCLAIR SPOT MOVIE PROGRAM has always been SPOT MOVIE ADS can sell your product by sight, sound, action 
, managed by a member of the Movie Advertising Bureau—from and demonstration — in color or in black and white. Audience 
, 4 the signing up of Sinclair Agents and Dealers locally to the attention to your sales message is virtually 100%. You can use 
\ production and distribution of the films to selected Theatres. Spot Movies to advertise your product or service in one theatre 
| The Bureau can do the same for you. or in over 12,000 theatres. 


e | ATTENTION SALES EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or write 
e 4 for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 


t NATIONAL OFFICES 
I GC? kese o> NEW YORK CHICAGO NEW ORLEANS 
°coos saee eee ou0cc0cdGgS> 70 E. 45th St. 333 N. Michigan Ave. 1032 Carondelet St. 
» "20cocoescasencaaesee® ®) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 Phone: Magnolia 4545 
G BU " F A KANSAS CITY CLEVELAND SAN FRANCISCO 
; 2449 Charlotte St. 400 Leader Bidg. 870 Market St. 
OP ee. e208 802280209000g0, Phone: Harrison 5840 Phone: Main 9333 Phone: YUkon 6-6164 
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UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 
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Los Angeles’ Freeway Separation Center is sched- 
uled for completion in February 1949. This six- 


level ‘‘clover-leaf’ will have cost more than 112 million dollars. 


| 
FAST ... dE 


a: PROPOSED Faeae. = 
— L. A. RIVER Pas 
"a FREEWAY ie. .8 : . 


YESTERDAY vard and Beaudry Stre 


area presents an almost insolvable problem 
traffic congestion to the fastest growing market 


And it is just one link in the billion dollar, 623 mile Freeway § 7 
Plan, which will provide safe, quick travel throughout Los B= 
Angeles City and County. a 


These are the kind of changes taking place, today in Los Angeles 
» ++ every day in major markets across the nation 


Changes that exert a powerful influence on sales 
and sales operating. For as traffic is re-routed, 
as shopping streets and shopping centers shift, 
as residential areas move—so shopping habits 
change. And these changes require a constant 


readjustment of sales potentials and sales 4 
strategy. For in changing markets, yesterday’s , 
sales program won’t produce today’s sales . . 
you need today’s market facts today! 


| 
, HEARST ADVERTISING SERVICE 


H.A.S. men have their fingers on the “sales 
pulse” of the ten major markets across the country 
which they represent. They’ve charted, classi- 
fied, evaluated these markets block by block. 
Know the changes taking place constantly as 
population shifts, as retail areas move, as traffic 


is rerouted, as buying habits change. 


TEN MARKET STUDY 


COMMODITY SURVEYS 


Spotlight the distribution and sales 
rank of leading commodities among 
retail outlets in ten Hearst cities. 


> 


SALES OPERATING CONTROLS 


Specific, flexible, practical, usable. 
541,604 city blocks walked and 
analyzed, 445,456 retail outlets 
and 3,037 shopping centers and 
streets located, to evaluate the 
sales potential of each of nine 
great markets. 


Includes general characteristics, vacation 
weanst WE , activities, product rank at consumer level for 
general household items, food items, cos- 
metics and toiletries. This 52 page report 
was sponsored by Hearst Newspapers in 10 


THE CHANGING MARKETS 


As a result, the Hearst Newspaper Research and 
Marketing Departments have produced Stra- 
tegic Marketing Aids which have proven helpful 
to so many sales and advertising executives. 
Perhaps, we can be of service to you. To investi- 
gate the possibilities, call or write the H.A.S. 


man nearest you today! 


STRATEGIC MARKETING AIDS 


major markets, conducted by Alfred Politz 
Research, Inc. according to the high stand- 


Marketing Association award, New York 
Chapter, in 1948, 


MARKET ANALYSES 


ards which won for him the top American . 


eid al hd cite ha ca Eee “pail Sea alten 2 a lie 


Market detail on population, sales, indus- | 


hoe ale tries and other characteristics including — 
PASTS comparative coverage of all newspapers — 
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KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Herbert W. Beyea, General Manager 


Offices in principal cities Baltimore News-Post American 
representing 


New York Journal-American 


Pittsburgh Sun-Telegraph 
San Francisco Examiner 


Hearst Advertising Service 


959 8th Avenue, New York 19, N. Y. 


Detroit Times Los Angeles Examiner 
Chicago Herald-American 


Seattle Post-Intelligencer 


Boston Record-American Advertiser 
Albany Times Union 


Indicates consumer likes; dislikes, buying — 
habits, shopping habits and brand pref- — 
erences for various commodities. Spon- — 
sored by Hearst Newspapers in ten major — 


Do's and Don'ts 
For Making Sales Contests Pay 


BY JOHN P. SCHWEDE 


A sound contest plan embodies attractive incentives, it 


exploits a theme, its rules are simple, and it arouses and 


maintains interest by strong promotion. It makes use of 


the salesman's hunger for honor as well as tangible prizes. 


Why do some contests fall flat and 
others go over with a bang? Why is 
it that a contest with attractive prizes 
may get only negligible results while 
another, with less attractive prizes, is 
very successful ? 

It isn’t enough just to announce 
a contest, then sit back and wait for 
sales to roll up. The secret of run- 
ning a contest that clicks is—enthu- 
siasm. If all your salesmen get en- 
thused about winning—if they enjoy 
the contest, the results will be sur- 
prisingly good. If your salesmen 
realize that they can win, not merely 
a prize, but also prestige and honor, 
they fight hard to win. When con- 
tests are planned on this basis, your 
salesmen will rise to the challenge, 
increase sales, and get a big kick out 
ot doing it. 

The idea of sales contests is still 
new to most post-war sales forces. 
Such activity was all but forgotten 
during the war. ‘This is especially 
true in commercial and_ industrial 
sales organizations. Such companies 
frequently look on contests as a retail 
activity and therefore keep their own 
contest promotions at a minimum. 
Typical reactions to contests on com- 
mercial and industrial products are 
“Our salesmen won't go for that 
stuff,” ‘Why should a salesman break 
his neck just to win an engraved 
trophy,” “Salesmen just want their 
bonus checks—they don’t care about 
being called the NATIONAL CHAMP!” 

The only way to overcome these 
objections is to prove what a well run 
contest will do. A well promoted con- 
test will create a lot of excitement in 
your organization and increase sales 
substantially. Future sales will bene- 
fit, too. The salesmen will start to 
pay more attention to sales tools and 
merchandising programs. The win- 
ners and their selling methods can be 
held up as shining examples to others 
on the sales staff. And you'll find that 
the lessons learned in the first contest 
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will make succeeding ones even bette1 
—more sales, more interest—more 
fun for all. 

Here are some pointers that will 
insure success of an intra-company 
contest: 

1. Prerequisites: [here must be an 
incentive for the salesman, an incen- 
tive for the buyer, and the contest 
must be staged during the selling 
season. 

2. Rules must be simple and fair for 
all: Sales to quota is always best. 

3. Use a theme: Don’t just call it a 
contest—call it an auto race, football 
game, election campaign, etc. Make 


each salesman a player or contestant 
in a mythical competition. 


4. Sell management on the contest: 
Arouse interest in the main office— 
put up a wall chart—exhibit copies 
of all contest bulletins—let manage- 
ment know the reaction of the field to 
the contest. Use management names 
in the contest as a 


sé 


c 9 
reterees, um- 
pires,’ etc. For instance, the sales 
manager can be called “Racing Com- 

es ” “ur ” 
missioner” or “Field Judge. 


5. Use showmanship: Carry through 
with the theme. Make it seem like a 
real game or auto race. All letters 
and bulletins should be in the “lingo” 
—football, racing, baseball, etc. 

6. Foster competition between sales- 
men and between districts: 

(a) Publish standings each week 
or as often as possible. 

(b) Publish a Jong list of the lead- 
ers—at least one-third of entire sales 
staff should appear in_ standings. 


“Your son, advertising director-in-chief of the East End 
High School Argus, to see you on business!” 
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THAT 
LOCAL PITCH 
GETS ‘EM 


1949 


RAY MOFFETT 
“Musical Clock”, 6:00-9:00 A.M. 


BETTIE McCALL 
“Your Friendly Neighbor” 


10:00-10:15 A.M. 


Take HAL VIicTorR, for instance---the wagster of 
the keyboard. He knows Baltimore and Balti- 
more knows Hal. His fifteen minute strip at 
5:30 P.M. is completely wacky---but it’s bright 
and fresh and full of original material---and the 
talk of the town. Then there’s RAY MOFFETT and 
BETTIE MCCALL, solid citizens with a solid fol- 
lowing and a list of “success stories’’ a yard long. 


When your product needs a good local pitch, 
these “‘local folks’’ can do you a lot of good. Your 
Raymer representative can tell you more. 


WCAO 


“The Voice of Caltimere” 


CBS BASIC » 5000 WATTS * 600 KC * REPRESENTED BY RAYMER 
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Everyone likes to see his name in 
print, and salesmen like to know how 
close they are to the top. 

(c) Publish stamdings of districts 
and divisions to foster competition 
between district and division man- 
agers. 

7. Frequent bulletins: Colorful, easy 
to read bulletins that help the sales- 
men: 

(a) Announcement _ bulletin—in- 
clude a complete set of rules and rea- 
sons for selling in that season. Play 
up the incentives, the prizes and the 
honors to be won. Send the bulletins 


to the salesman’s home, include an 
appeal to his wife—such as “that 
money will help buy a new fur coat 
or help with Christmas shopping.” 

(b) Play up the theme. The head- 
line of each bulletin should reflect 
the theme—““Tackle "Em” ‘‘Coming 
Round the First Turn,” ete. 

(c) Humorous if possible—but 
beware of poor jokes. 

(d) Keep the messages short. Let 
them serve as reminders—not long 
explanations. 

(e) Include ideas for selling—but 
only one or two at a time. 


salesman is a Ociter salesman 


with the Trans-vue 


visi-kit 


Sales Managers...Ad Men... 
Sales Promotion Men... 


ViSI-KIT is one of the best sales presentation binders we 


have produced in nearly 40 years of specialization. Hinged 
TRANS-VUE pockets take photos, proofs, drawings, specs., 


Send for 


display matter, back to back; deliver quick, clear, pre- 
planned presentation. Visi-Kit NEVER fumbles, never Pree Folder 


forgets, never muffs the punch-line; ALWAYS tells com- 
plete, accurate, dramatic story the way YOU want it told. 


and Prices 


Sturdy, compact, dignified and .. . EASY to use. Quickly 
saves its cost in non-spoilage of sales material alone. 


uth 


Burkhardt Bidg., Larned and Second, Detroit 26 
BINDERS 


TO AMERICAN BUSINESS 


(f) Put a message on the envelope 
too. An inexpensive rubber stamp 
will draw attention to the contest 
envelopes and the salesman’s family 
will watch for them. The message 
might be ‘““The Score at the end ot 
the first quarter” or “More news 
about the big sweepstakes,”’ etc. 

8. Wall Charts: 

(a) See that large charts are put 
up in each branch ofhce—a drawing 
of a football field, auto track, base 
ball field, etc., with little figures 
(football players, racing cars, etc.) 
to mark salesmen’s standings. 

(b) The chart draws the attention. 
of everyone—salesmen, office person- 
nel and customers. 

(c) It inspires the field manager 
to promote the contest and helps him 
to maintain enthusiasm. Distributors 
will ask for replicas to run contests 
for their own organization. 

9. Let salesmen know that manage- 
ment is interested and is watching the 
standing closely: 

(a) Have the contest announced 
by the sales manager himself. Urge 
top management to send letters to the 
field about the contest. 

(b) Send each salesman _photo- 
graphs of management personnel in 
front of the main office chart. 

(c) Encourage top management to 
send personal notes of encouragement 
and congratulations to salesmen. 

10. Let the field managers get into 
the spirit of the contest, too: 

(a) Provide materials and let 
them use them. They are closer to 
their men and will know how to ap- 
peal to them. 

(b) Field men come up with sur- 
prisingly good ideas. Many = are 
natural-born showmen and will enjoy 
putting their imagination to use. 

(c) If you do it all from the main 
office, they sit back and Jet you do it. 
Géet them on your side by letting 
them play the game too. 

(d) Publicize their ideas. When 
Kansas City comes up with a good 
“stunt,” send a description of it to 
vour other branches. It will inspire 
others to do likewise—and is a pat 
on the back for Kansas City. 

11. Get everyone interested in the 
contest: 

(a) If the clerks, stenographers, 
receptionists in each office are inter- 
ested, they will help the salesmen in 
many ways. 

(b) Pools, side-bets, lotteries on 
the winning salesmen get all person- 
nel interested. 

(c) The office personnel will help 
their favorites get orders, facilitate 
shipments, encourage salesmen, make 
customers aware of the contest. Many 
customers, too, make real efforts to 
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help the company salesman win the 
contest. 


12. Change of Pace: 

(a) Change the style of the bul- 
letins as the contest progresses. At 
first concentrate on the theme—foot- 
ball, auto race, etc. Play up name 
of contest “The Big Sweepstakes,” 
“The Gold Bowl Game,” etc. Then 
change to another type of bulletin— 
use humor, eye-catching art, novel 
mailings, “different” messages. Ex- 
amples: A letter to each salesman 
from a prominent football coach or 
from a famous racing driver. Use 
humorous bulletins which are particu- 
larly fitting to your business—any- 
thing that will get a chuckle from 
your salesmen. Play up the fact that 
the winner will be National Cham- 
pion, that he’ll receive publicity and 
honor, that management considers 
the contest a means of comparing one 
salesman with another. 


DON'TS: 


Don't fail to use showmanship: Your 
contest will never fail because you 
use too much ballyhoo. It probably 
will fail if you don’t use enough. 
Contests frequently fail in spite of 
fine prizes and ideal conditions. ‘The 
competitive spirit of the salesmen 
must also be aroused. The contest 
that usually gets negligible results is: 
An announcement is made in a letter 
to the sales force—a few dry-as-dust 
follow-ups—then a final letter at the 
end of the contest telling who won. 
This type of contest is like a football 
game without crowds, cheerleaders, 
and peanuts. 


Don't forget your own experience as 
a salesman: Plan a contest that you 
would have liked when you were out 
in the field. Be sure the contest and 
the bulletins will be appreciated by 
the men in the field. Many appeals 
that seem good in the main office have 
little effect on the field force. Re- 
member back to what you would 
have liked when you were a sales- 
man out in the field. Use basic ap- 
peals, appeal to pride—the desire to 
beat the other fellow. Remember, 
every salesman secretly feels he’s a 
great salesman and he'll jump at the 
chance to prove it. Before you put 
your ideas into effect, test them out 
on men who used to be salesmen. 
Talk to some men who are out sell- 
ing now to see what they like and 
don’t like. 

Don't fail to use humor whenever 
possible: Kid the salesmen. If your 
bulletins get a chuckle, you'll get co- 
operation. 

Don't try to do all the promoting in 
the home office: Let the field man- 
agers carry the ball too. 
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DEPARTMENT STORE 
LINAGE 

UP 76% 

SINCE 1939 


The reasons which lead Buffalo’s department stores 
to spend an ever-increasing portion of their advertising 


budgets in the Courier-Express are good reasons why it’s 
also your best medium. 

Your dollar buys MORE space ... MORE insertions in 
the Courier-Express .. . MORE impact on the customers 
with the money to BUY your products. 


Competition’s Gain 50% 


A 20% Increase in Sales..” 


e “Your training in how to present a product,” recently wrote a 
specialties sales executive, “is mainly re- 
sponsible for our 20% increase in sales.’’ 


This training in how to make more sales 
with less buyer resistance has been adopted 
effectively by hundreds of important corpor- 
ations... applied successfully by 23,000 
salesmen ... taught extensively for a quarter-century in leading 
university schools of commerce. 


We train your representatives to develop — not memo- 
rized — but organized presentations of your selling points 
in the order of the ease of their acceptance by the buyer. 
Write or phone us for details — no cost or obligation. 


B. FRANKLIN BILLS AND ASSOCIATES 


‘For a Quarter-Century, Sales Consultants to Leading Businesses"’ 


BANK FLOOR + 110 SOUTH DEARBORN STREET, CHICAGO « STate 2-0266 
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TYPICAL REACTIONS 


Men and women here react like men and women every- 


where. The South Bend market is typical — so perfectly 
typical that the U.S. Government chooses it for important 
tests and studies. Test results obtained here are meaning- 
ful and reliable — because they reflect typical reactions 


of typical people. Want all the facts and figures? Write 


for free market data book entitled “Test Town, U.S. A.” 
od 
Che 
_ 
Soulh Bend 


Oribune 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


Don't run the risk of insulting the 
salesman's intelligence: Don't send out 
“gimmicks,” toy novelties such as a 
tiny hammer with the’ message 
“You've got to hit hard,” or a fish 
hook, or a tiny baseball bat. ‘Those 
things seem as silly to a salesman as 
they are to you. 


Don't let down after the contest gets 
under way: [-nthusiasm is easy to gen- 
erate at the beginning of any contest. 
But the enthusiasm that pays off in 
sales is the enthusiasm that exists at 
the time of accomplishment; that is, 
in the middle and final stages of the 
drive. ‘he most difficult selling takes 
place late in the contest. The sales- 
man needs enthusiasm and_ inspira- 
tion to get him over the most difficult 
selling hurdles. So save some of your 
ammunition for the stretch drive. An- 
nounce an extra incentive, plan spe- 
cial bulletins. Examples: extra prizes, 
a trip to New York City for the win- 
ner, special terms for buyers, etc. 


Don't limit your promotion to the 
field force. Promote it with the man- 
agement as well: If management 
takes keen interest, they'll contribute 


ideas and help the contest to success. 
‘They'll often be affected by the en- 
thusiasm of the sales staff and will 
give you additional backing after the 
contest is under way. 


RESULTS: 


A sales contest has an important 
effect on future sales as well as on 
immediate effect. Very often sales 
will be even higher in the months 
following the contest, and will never 
slip back to what they were before 
the contest. ‘The momentum gener- 
ated by the contest will carry for- 
ward. It will never be completely 
lost. Your salesmen will find 
tomers where none existed before. 


cus- 


Specific Benefits: 


1. Management and field manag- 
ers see the value of inspiration and 
enthusiasm. 

2. Salesmen start to use selling 
tools, realize their value and continue 
to use them after the contest ends. 

3. Salesmen’s morale improves. 
They enjoy the competition, realize 
the value of really going after new 
business. A new spirit grows up in 
sales force. ‘They start to work to- 


gether and develop friendly, healthy 
rivalries. 

4+. Salesmen hired during the war 
and used to taking orders catch the 
spirit of competitive selling. 

5. Enthusiasm spreads to the cus- 
tomers. If you have distributors or 
jobbers, they will start contests in 
their own organizations. If so, pro- 
vide them with materials to run a 
similar contest. Because your sales- 
men have been “sold” on the contest, 
they will easily sell the idea to their 
distributors and jobbers. 


PRIZES: 


Merchandise prizes are much bet- 
ter than cash. A television set has 
more appeal than the equivalent 
amount of money because it appeals 
to the whole family. Merchandise 
prizes can be played up during the 
contest by photographs, displays, ete. 
Cash does not lend itself to as many 
appeals. 


COST: 


Extremely low. Rarely will be 
more than one-half of 1% of the 
total increase in sales. 
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lron Fireman Celebrates 
With “Say It With Sales’ 


Dealers surprised the boss—and themselves too—by up- 


ping sales 23.2% last December on the company's 25th 


anniversary and the president's birthday. An idea scores. 


The “anniversary” plan for boost- 
ing sales has been given a shot in the 
arm by one of the Nation’s leading 
heating equipment manufacturers. 

The Iron Fireman Manufacturing 
Co., Portland, Ore., had a_ natural 
for such a program in December. It 
was the 25th anniversary of the com- 
pany and December 20th was the 
birthday of President ‘I’. H. Banfield, 
one of the founders. 

Mr. Banfield wasn’t to know about 
it until the flood of extra orders 
started coming in—an element of 
surprise which helped the 2,500 deal- 
ers, their salesmen and [ron Fireman 
staff members to put more spirit into 
the drive. 

Letters marked ‘‘confidential” went 
to all dealers and salesmen in every 
section of the United States and Can- 


PRESIDE 


ada from C. ‘Tl. “Cy” Burg of Cleve- 
land, vice-president in charge of sales. 

Everyone likes President Banfield 
and Mr. Burg asked the organization 
to “pay him a real tribute and say it 
with sales.” 

The organization knew that De- 
cember, notoriously a bad month for 
heating sales, was a challenge that 
couldn’t be overlooked. 

The idea proved its worth. Unit 
sales of automatic coal stokers and 
automatic oil and gas domestic and 
industrial heating plants were only 
3.156 of the vear’s unit sales in 
1947. During the anniversary month 
ot December, 1948, they climbed to 
5¢-. December, 1948, unit sales were 
a whopping big 23.20 over Decem- 
ber the previous year while many 
other lines of business were worrying 


NT BANFIELD 


GREETINGS FOR THE BOSS: Iron Fireman's president, T. H. Banfield, first 
learned of the special sales campaign when he found this over-size telegram 
on his desk, and mountains of postcards from dealers, each one listing a 
sale just made. December was tabbed aptly "President Banfield Month.” 
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a head start 
counts! 


WMEBD has a twenty year head start 
over the next oldest radio station in 
all Peoriarea. Think what this means— 


@ WMBD established’ the 
habits of Peoriarea. 


listening 


@ WMBD has by far the largest or- 
ganization for programming, promotion 
and merchandising in Peoriarea. 


@ Latest C. E, Hooper report reveals 
that WMBD has more listeners than the 
next two Peoriarea stations combined. 


That's why, when national advertisers 
think of the Peoriarea market they 
think of ———— and buy WMBD. 


@ WMEBD dominates Peoriarea. 


4, See Free & Peters 


um» 


WMED 


PEORIA, ILLINOIS 


oe 


CBS Affiliate 
AM 5,000 Watts 
FM 20,000 Watts 
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about sadly reduced sales volume and 
wondering if they were at the corner 
the recession was just around. 

This is how it was done: 

Vice-President Burg’s confidential 
letter to the entire organization, 
typed on special anniversary station- 
ery, recalled the company’s 25 years 
of steady growth and President Ban- 
field’s leadership; it called for ‘mak- 
ing this next month the climax of this 
Silver anniversary year with more 
sales made than during any December 
in Iron Fireman history. (There 
were so many orders that all sales 
records for the month of December 
were broken by a wide margin.) 


Greeting Cards 


‘ 


Special silver “greeting cards” were 
printed. Each time he made a Decem- 
ber sale the salesman or dealer was 
to fill in the name of the purchaser 
and the size and model sold. The 
cards were to be mailed personally to 
Mr. Banfield. 

At last the great day arrived when 
President Banfield returned to his 
office in Portland, Ore., headquarters 
from a California business trip. He 
was greeted by a 5- by 7-foot “‘tele- 
gram’ announcing the contest. Be- 
hind his desk was a huge scoreboard 
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GREETINGS, MR. BANFIELD! 


1948 


An order for the following Iron Fireman unit has been 


sent to the factory: 


for shipment 


MMSTRICT RHOMHAe wee reve 


PROFITABLE GREETINGS: Each card represents a sale for the dealer and 


one for Iron Fireman. President Banfield acknowledged each order himself. 


on which the name of every salesman 
and his sale would be chalked off as 
the cards poured in. 

The surprised Mr. Banfield, in a 
burst of gratitude, promised to ack- 
nowledge each card personally. He 
regretted that promise shortly there- 
after—but stuck to it for the dura- 
tion. 

The trimmings for the event, in 
addition to the Banfield cards with a 
red seal for salesmen’s use and a blue 
seal to designate dealers’ cards, in- 
cluded silver and red pennants and 
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special silver anniversary wall posters 
to give retail and dealer floors the 
proper atmosphere. 

There was competition, too, cen- 
tered around large wall score sheets 
where individual sales were recorded. | 

Vice-President Burg found the 
spirit of the thing taking hold from | 
Maine to California and even in the | 
factories of the sprawling organiza- 
tion in Portland, Cleveland, and | 
Toronto. It wasn’t a hit-or-miss ven- 
ture. Actually, there had been a pre- 
view when dealers and salesmen in 
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@ Mayflower has developed the safest, most efficient mov- 
ing methods and equipment, and standardized them to 
serve you any place in the United States, and to and from 
Canada. This means you can count on Mayflower quality 
every time ... everywhere! It will pay you to standardize on 
Mayflower for your personnel moves! 


MAYFLOWER 


Mayflower’s organization of selected ware- 
house agents provides on-the-spot representa- 
tion at the most points in the United States and 
Canada. Your local Mayflower agent is listed 
in the classified section of your telephone 


directory. 


TRANSIT COMPANY - 


Indianapolis 
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Chicago branch territory worked day 
and night to roll up the biggest 
October sales volume in branch his- 
tory to help William “Bill” O’Neil, 
branch manager, celebrate his 60th 
birthday. 
| Then came the big international 
| Banfield silver anniversary promo- 
tion. When it was over, Mr. Burg 
thanked his crew again and gave them 
a preview of what to expect in 1949: 
“It’s going to be a year for workers. 
The buyers’ market which everybody 
has been talking about is here. This 
means that to make our sales quota 
we are going to have to plan our 
work, effectively use the many selling 
tools which we have and, most of all, 
go out and sell.” 
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DEMONSTRATE TO SELL 


When a new winter oil was de- 
veloped by the Macmillan Petroleum 
Corp., Los Angeles, the advertising 
department got up a self-operating 
point-of-sale card to help service sta- 
tion dealers sell it. 

When the Macmillan salesman 
sells a supply of company’s ring-free 
winter oil, he supplies a card with 
two glass bottles. In one he pours a 
sample of the new oil, and in the 
other a sample of the dealer’s best 
winter oil of any other brand. In 
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each he places a steel bearing ball. 

When the weather gets down be- 
low zero, this card is hung outdoors, 
near the pumps, and handed to the 
motorist while his car is serviced. Fol- 
lowing printed directions, he turns it 
over, and sees the ball in the com- 
pany’s oil move freely, while in the 
other oil it is frozen fast. The card 
is weatherproof, supplied by mail to 
dealers, and is used only in sub-zero 
territory, the Middle West and East. 
MARCH 
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A WELCOME 
INFLUENCE 


IN THE FAMILY: C 
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HYGEIA’S influence is based on reader confidence . . . 57.9 per 
cent of HYGEIA subscribers are mothers and fathers—people 
who frequently turn to their family doctor for advice on health. 
They have confidence in their physician and accept his advice 
on healthful living for their growing families. 


They have confidence, too, in the reliable information they find 
in HYGEIA, because HYGEIA is written in large part by prac- 
ticing physicians and edited by the American Medical Asso- 
ciation. 


And because readers know that HYGEIA prints only reliable 
advertising, they have special confidence in the products offered 
in its pages. 


Build family acceptance and confidence in your products—let 
HYGEIA carry your advertising message into the select family 
circle. Write today for the HYGEIA Data File. 

THE HEALTH MAGAZINE 


Hygela - 


AMERICAN MEDICAL ASSOCIATION 
535 NORTH DEARBORN + CHICAGO 10, ILLINOIS 
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about sadly reduced sales volume and 
wondering if they were at the corner 
the recession was just around. 

This is how it was done: 

Vice-President Burg’s confidential 
letter to the entire organization, 
typed on special anniversary station- 
ery, recalled the company’s 25 years 
of steady growth and President Ban- 
field’s leadership; it called for “mak- 
ing this next month the climax of this 
Silver anniversary year with more 
sales made than during any December 
in Iron Fireman history. (There 
were so many orders that all sales 
records for the month of December 
were broken by a wide margin. ) 


Greeting Cards 


Special silver “greeting cards” were 
printed. Each time he made a Decem- 
ber sale the salesman or dealer was 
to fill in the name of the purchaser 
and the size and model sold. The 
cards were to be mailed personally to 
Mr. Banfield. 

At last the great day arrived when 
President Banfield returned to his 
office in Portland, Ore., headquarters 
from a California business trip. He 
was greeted by a 5- by 7-foot “‘tele- 
gram’ announcing the contest. Be- 
hind his desk was a huge scoreboard 
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GREETINGS, MR. BANFIELD! 


sent to the factory: 


for shipment 


5 
1948 
An order for the following Iron Fireman unit has been 
: j 
iby 
' 
PROFITABLE GREETINGS: Each card represents a sale for the dealer and 
one for Iron Fireman. President Banfield acknowledged each order himself. 


on which the name of every salesman 
and his sale would be chalked off as 
the cards poured in. 

The surprised Mr. Banfield, in a 
burst of gratitude, promised to ack- 
nowledge each card personally. He 
regretted that promise shortly there- 
after—but stuck to it for the dura- 
tion. 

The trimmings for the event, in 
addition to the Banfield cards with a 
red seal for salesmen’s use and a blue 
seal to designate dealers’ cards, in- 
cluded silver and red pennants and 
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MAYFLOWER 


@ Mayflower has developed the safest, most efficient mov- 
ing methods and equipment, and standardized them to 
serve you any place in the United States, and to and from 
Canada. This means you can count on Mayflower quality 
every time... everywhere! It will pay you to standardize on 
Mayflower for your personnel moves! 


TRANSIT COMPANY - 


directory. 


ae 
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Mayflower’s organization of selected ware- 
house agents provides on-the-spot representa- 
tion at the most points in the United States and 
Canada. Your local Mayflower agent is listed 
in the classified section of your telephone 


Indianapolis 


special silver anniversary wall posters 
to give retail and dealer floors the 
proper atmosphere. 

There was competition, too, cen- 
tered around large wall score sheets | 
where individual sales were recorded. | 

Vice-President Burg found the 
spirit of the thing taking hold from | 


Maine to California and even in the | 


factories of the sprawling organiza- | 
tion in 


ture. Actually, there had been a pre- 
view when dealers and salesmen in 
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Portland, Cleveland, and 
Toronto. It wasn’t a hit-or-miss ven- 
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Chicago branch territory worked day 
and night to roll up the biggest 
October sales volume in branch his- 
tory to help William “Bill” O'Neil, 
branch manager, celebrate his 60th 
birthday. 

Then came the big international 
Banfield silver anniversary promo- 
tion. When it was over, Mr. Burg 
thanked his crew again and gave them 
a preview of what to expect in 1949: 
“It's going to be a year for workers. 
The buyers’ market which everybody 
has been talking about is here. This 
means that to make our sales quota 
we are going to have to plan our 
work, effectively use the many selling 
tools which we have and, most of all, 
go out and sell.” 


DEMONSTRATE TO SELL 


When a new winter oil was de- 
veloped by the Macmillan Petroleum 
Corp., Los Angeles, the advertising 
department got up a self-operating 
point-of-sale card to help service sta- 
tion dealers sell it. 

When the Macmillan salesman 
sells a supply of company’s ring-free 
winter oil, he supplies a card with 
two glass bottles. In one he pours a 
sample of the new oil, and in the 
other a sample of the dealer’s best 
winter oil of any other brand. In 
each he places a steel bearing ball. 

When the weather gets down be- 
low zero, this card is hung outdoors, 
near the pumps, and handed to the 
motorist while his car is serviced. Fol- 
lowing printed directions, he turns it 
over, and sees the ball in the com- 
pany’s oil move freely, while in the 
other oil it is frozen fast. The card 
is weatherproof, supplied by mail to 
dealers, and is used only in sub-zero 
territory, the Middle West and East. 
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A WELCOME 
INFLUENCE 
IN THE FAMILY: 
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HYGEIA’S influence is based on reader confidence . . . 57.9 per 
cent of HYGEIA subscribers are mothers and fathers—people 
who frequently turn to their family doctor for advice on health. 
They have confidence in their physician and accept his advice 
on healthful living for their growing families. 


They have confidence, too, in the reliable information they find 
in HYGEIA, because HYGEIA is written in large part by prac- 
ticing physicians and edited by the American Medical Asso- 
ciation. 


And because readers know that HYGEIA prints only reliable 
advertising,:they have special confidence in the products offered 
in its pages. 


Build family acceptance and confidence in your products—let 
HYGEIA carry your advertising message into the select family 
circle. Write today for the HYGEIA Data File. 
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G Ci a THE HEALTH MAGAZINE 


AMERICAN MEDICAL ASSOCIATION 
535 NORTH DEARBORN + CHICAGO 10, ILLINOIS 
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So You're Looking for a Way 
To Add Extra Sales Appeal! 


The battle for consumer preference is reaching the hammer 


and tongs stage. Product features once more are factors 


in closing the sale. This is a report on how makers of indus- 


trial and home items use miniature lamps for sales "'plus."’ 


\lan’s ingenuity to add features to 
products which will increase thei 
usefulness—and build in extra sales 
appeal—is being put to the test in 
the buyers’ market. A case in point 
is the miniature light bulb. 

‘The miniature lamp, © slightly 
longer but no bigger than a common 
Hashlight bulb, is being incorporated 
into a variety of post-war products to 
increase their beauty, convenience or 
Satety. 

Here is a report on how individual 
manufacturers selling industrial and 
consumer items are making use of 
these miniature lamps. 

Weller Soldering Gun: “Just pull 
the trigger switch ... heat and light 
come on together. ‘The pre-focused 
spotlight picks out the work at once 

shows you your way to faster, 
easier soldering.” 

In these words, Weller Manufac- 
turing Co., Easton, . Pa., puts its 
finger on one of the important sales 
points—newly incorporated—for its 
soldering gun for professional and 
home use, 


Can See in Dark 


‘The spotlight provides sufficient 
light for the mechanic to see his work 
in deep dark radio cabinets. R. E. 
Miller, sales manager for Weller 
states: “It (the lamp) does have tre- 
mendous sales appeal, but just how 
much it has increased sales we have, 
of course, no way of estimating. | 
would like to report, however, that 
sales have soared tremendously over 
that of our old Model B which did 
not have the lamp. . .” 

‘Lhe Woodburn Mfg. Co., Chi- 
cago, was given an idea some months 
ago by engineers of the General Elec- 
tric Co., Nela Park, Cleveland, and 
the Redmond Co., Mich., 
which has developed into a new prod- 
uct. It was worked out with the 
help of Charles Jones & Associates, 
Chicagé, Woodburn’s engineering ad- 
visors. 

‘The idea was to build a_ toy 
vacuum cleaner with a small light in 


Owasso, 
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it “to make it look like mamma's 
vacuum cleaner.” 

“Without the light we wouldn't 
have gone into the item at all,”’ said 
J. Groman, general manager, Wood- 
burn Mfg. Co. “Putting the light 
in made an attractive toy for little 
folk. ‘he youngsters have gone to 
it in a big way and our sales now 
cover the United States and reach 
out into foreign countries.” 

The tiny vacuum cleaner sells tor 
$8.95 retail and can be found in 
thousands of department stores, hard- 


ware stores and other outlets han- 
dling toys. 
Making the Idea Work 
At first the idea seemed to have 


serious problems. ‘he plan was first 
broached by General Electric. Mak- 
ing it work was put up to the Red- 
mond company, which makes the 
motors. Working with Woodburn’s 
designer, they solved the problem and 
the result was a highly salable new 
product. 

Placed on the market by Cowhig 
Industries, Boston, the E-Z-C Scale 
is composed of a six-foot flexible 
metal tape enclosed in a brass and 
chrome plated case no bigger than a 
cigarette case. On the corner where 
the metal tape pulls out is a minia- 
ture electric bulb which illuminates 
the tape so that it is handy for use 
in measuring in dark places. ‘The 
scale uses a penlite bulb and battery 
made by General Electric Co. ‘The 
whole thing weighs only about five 
ounces. 

Walter W. Cowhig, general mana- 
ger of Cowhig Industries, declares 


EASY TO SEE: The E-Z-C scale, with its 
light focused on the markings, is useful 


for many measurements in dark places. 


NO MORE ~ 
BLIND 
SOLDERING 


GUN 
SPOTLIGHTS 


THE WORK 


5-Second 
Longer Reoch— Heating— 
8" from housing no waiting; 
to tip. saves power 


Solderlite— Built-in 
spotlights Transformer 
the work compact, 


complete 


Dual Heat— 
single heat 
100 watts; 
dual heat 

100/135 

watts; 115 
volts, 60 
cycles 


HOW LIGHT SELLS: The Weller soldering 
gun has a built-in miniature lamp. Sales 
far exceed those of model without lamp. 
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Blanchard-Nichols, 633 So. Westmoreland Ave., 


Ahrens Editorial Emphasis on... 
HOTEL ENGINEERING PROBLEMS 


A. N. (Jack) Brent Knows... 


LJow to slash costs 
with practical engineering methods 


[" 1917, 100 representative U.S. hotels (in 49 
cities) paid out $150. per available room for 
heat. light. power and refrigeration. They also paid 
out $172. per available room to keep building, 
furniture and equipment in good repair. (Horwath 
& Horwath) 

Tack on to this the money paid out annually for 
these vital engineering functions by the 6,000 
worthwhile hotels who represent over one million 
guest rooms. It's not peanuts. 


How Jack Brent Helps Hotels . . . 

Hlelping to reduce hotel engineering costs is the 
editorial task of A. N. (Jack) Brent. He writes 
exclusively for HOTEL MANAGEMENT. He has a 
long and successful record of practical engineering 
experience. He is Consulting Engineer for the 
Sterling Hotel System, Wilkes Barre, Pennsylvania. 
And on the staff of Lacy, Atherton and Davis. 
Architects and Engineers. 

Jack Brent first started to write for HOTEL 
MANAGEMENT in 1938. His articles are written 


so that managers. engineers and maintenance men 


SEND FOR ‘‘SELLING TO RESTAURANTS AND HOTELS” 


Have you seen a copy of the 100-page market data manual, “Selling To 
Restaurants and Hotels”? This 1948 edition is yours for the asking. 


USE A HOTEL MAGAZINE TO SELL HOTELS 


PUBLISHED EXCLUSIVELY FOR LEADING HOTEL EXECUTIVES SINCE 1922 


AHRENS PUBLICATIONS include Restaurant Management, Restaurant Equipment Dealer, Hotel Management, 
Hotel World-Review, Travel America, 71 Vanderbilt Ave., 


2020, San Francisco 4, Calif. 


MARCH 15, 1949 


as 


New York 17. N. Y¥.—201 North Wells Street, Chi- 
Representatives: Blanchard-Nichols-Osborn, 569 Eight Hundred Peachtree Bldg., Atlanta 5, Ga.; 
Los Angeles 5, Calif.; Blanchard-Nichols, Russ Bldg., Suite 


alike may understand. They save money. time and 
labor for hotels. Because they are strictly “how to 
do it” hints that can be applied immediately. 


Help For Your Salesmen, Too. . . 

Take, for example, Jack Brent’s recent article. 
“Slashing Hidden Costs With Engineering Instru- 
ments”. Instrument salesmen could read and use 
this to advantage. Or. “A Modern Boiler Plant 
Blueprint”, “Keeping Records That Cut Costs” and 
“Cutting The Water Bill”. There are more en- 
gineering articles on the way for 1949, 


How You Can Help Hotel Engineers . . . 

HOTEL MANAGEMENT'S | 8,804 subscribers 
(June. 1918 A.B.C.) are vitally interested in any in- 
formation that helps them to increase profits and 
reduce operating costs. That’s the number one 
reason why they buy and read the magazine. Like- 
wise, advertising that gives them the same kind of 
useful information on hotel engineering efficiencies 
will gain the readership you want most for your 
engineering product. 


that in the first year the scale was 
on the market, 1948, and only part 
of the year at that, their sales ex- 
ceeded all expectations. “We have 
made many sales in lots of 1,000 or 
more to wholesalers in the plumbing, 
electrical, oil well, sheet metal, steel 
warehouse, lumber and other fields. 
Wholesalers like to give them to 
customers who can put them to good 
use themselves or pass them along to 
skilled workers. 

“We have about 450 advertising 
specialty jobbers throughout the 
country sending in orders and the 


most gratifying part is that we have 
had a large number of re-orders. We 
have sold them to practically every 
type of business. If it is desired, we 
supply name plates for them accord- 
ing to the customer’s own wording. 
We also supply two-piece cotton 
lined gift boxes and mailing boxes 
at the customer’s request.” 

Some of the odd uses found for 
the scales by customers include: 

A farm implement machinery com- 
pany decided to give the scales to 
farmers so they might measure the 
depth of the furrows they were 


peudio-Skide 


Projector not 
furnished; you 
use your own 
projector. 


Puts LIFE in 
your Color 
Transparencies 


Makes you 
Master of 
Ceremonies 


New and Different! 


Gives You 


SOUND 


with your 2x2 
Transparencies 


This new microphone, amplifier, and beautiful 
alligator leatherette case for use with your own 
2x2 slide projector is particularly impressive at 
lawn parties, clubs, or in your living and pro- 
jection rooms. Your own voice comes from the 
° screen... at the “mike”, you are the master of 


ceremonies... it helps control your shows. The 
AUDIO-SLIDE is especially outstanding in the 
school room or at Sunday School. You can 
plug in a turntable if you wish. 


Most silent slide projectors will mount on the 
base and carry in the same case. AUDIO-SLIDE 
has the famous Movie-Mite four-watt amplifier 
with both volume and tone controls on the 


projectcr base. All cables are included. 


Write for literature. . 
graphic dealer today for a demonstration. 


a 


MOVIE-M 


1105 EAST 15th ST. 


- « See your photo- 
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TINY MITES: A tiny light in the front 


of this toy vacuum cleaner makes it 


“just like mamma's” and thereby makes 
it sell. “Without the light we wouldn't 
have gone into the item at all," says J. 


Groman, gen. mgr., Woodburn Mfg. Co. 


ploughing at night when it was too 
hot to plough during the daytime. 

An insurance company bought a 
quantity for use by its plate glass 
insurance men for measuring in odd 
places. 

Several concerns bought them for 
their engineers to use in dark places, 
for such purposes as finding num- 
bers on motors, measuring wires, etc. 

A large camera manufacturer gave 
the scales out as an advertising me- 
dium in foreign countries. 


Beam-O.-Lite Iron 


Commencing April 1, Landers, 
Frary & Clark, New Britain, Conn.. 
is placing extensive promotion behind 
its Beam-O-Lite iron, which contains 
a miniature bulb in the front part of 
the handle. 

The light from the Beam-O-Lite 
is not enough to use it alone in an 
otherwise dark room, but as an 
auxiliary to the regular lighting in 
the home, it eliminates shadows and 
makes ironing easier on the eyes. 


Eliminates Shadows 


‘The company has discovered that 
women frequently find themselves 
ironing in their light, thus creating 
shadows on the ironing board. ‘This 
has been true when they want to see 
it there are wrinkles in the material, 
or when they are carefully ironing 
around buttons. 

In its promotion, Landers, Frary 
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BEAM 
YOUR WAY 
TO EASIER 
IRONING! 


r WSIS 
STAYS 


| ON TOP! 


* Morning 


* Afternoon 


, * Evening 
...with the 


Universal Beam-O-Lite *Hooper Station Listening Index 
the brilliant new Headlight Iron! Winston-Salem, N. C. 


TWO IDEAS: Universal's Beam- 
O-Lite iron (above) uses the 
small lamp in the front part of 
the handle as a headlight. In the 
General Electric iron (right), the 
lamp in the back part of the han- 
dle indicates when the iron 
reaches desired operating heat. 


& Clark list the “built-in headlight 
protected by metal grill-work, makes 
ironing easy on the eyes,”’ as its No. 1 
sales point. 

Beam-O-Lite will be pushed, com- 
mencing April 1, in newspaper adver- 
tising in 100 key markets, and in 
national magazines. 

The miniature lamp, in addition 
to finding a natural market in articles 
of high utility value, has also found 
a natural market in the novelty field, 
where beauty is perhaps the dominant 
sales appeal. This is true of the 
“Waltz Light,” distributed by John- 
ny Jones, Jr., Pittsburgh, to roller 
skating fans. 
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December, 1948 


me No. 1 MARKET 
IN THE 
SOUTH’S No. 1 STATE 


; | @ WINSTON-SALEM 
@ GREENSBORO 


@ HIGH POINT 
The Waltz Light is a metal and 


plastic device which clamps on the 
bottom of the roller skate. ‘The 
miniature lamp points to the floor, | 
creating a small pool of light, and | 
at the same time glows through the | 


colored plastic case. In the dim light | @ 
of a roller drome, the lights of the | (Q) winston- “SALEM 


a roller drome, | 
whirling feet of the skaters makes a | 
dramatic setting. 


THE JOURNAL-SENTINEL STATIONS 


Skaters themselves sensed the de- | NBC 
sirability of skating lights. They | 
designed their own. ‘hese crude AFFILIATE 
ones led to the development of a Represented by 
professional light, using many colors HEADLEY-REED COMPANY 


of plastics, thus adding a second and 
vital beauty appeal. 
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to Sell 


EVERSHARP 
SCHICK 
TT 
HL 


STREAMLINED RAZOR CASE: Eversharp 
Schick Injector Razor is appearing in a 
Lustron case. The tight-fitting cover is 
white and the gray base has a rich maroon 
trim. Individual compartments for razor 
and injectors are molded in base of case. 


MIRROR-BRIGHT STOVE MAT: Called 
the "Stainless Steel Queen," it features the 
patented “Kant-Kut Korners” that afford 
complete protection from sharp edges. 
The new gleaming mat comes in four sizes. 
It is a product of the Phoenix Table Mat Co. 


HALLICRAFTERS TV RECEIVER: Incorporated in the 
new model is the ‘Dual Focus" feature. This gives two 
picture sizes on the same tube—both of them com- 
pletely linear, and both of them larger than the conven- 
tional rectangular picture now in use: Switch on front of 
cabinet changes picture size when the audience desires. 


UNIVERSAL FOOD MIXER: It comes complete with 
one- and two-quart mixing bowls, juicer and strainer. It 
is said that the extra large stainless steel beaters do a 
better mixing job in shorter time and are easily cleaned. 
Mixer has white enamel finish with blue trim. Base is 
equipped with rubber cushion for protection of shelves. 
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For the margin of difference 
that distinguishes your printing... 


that’s 


One test of a fine printing paper is its ability to reproduce 
brilliance and depth in either monotone or multicolor. 
That's where pick-resistance counts . . . and where Levelcoat* 
printing papers excel. For in Leveleoat, a special combination of 
coating materials and base stock provides pick-resistance to 

an exceptional degree. Add this important printing quality to 
Leveleoat brightness . .. smoothness . . . runability. You then 
see why, in choosing any printing paper, it’s wise to look at 
Levelcoat. And to pick the paper that’s pick-resistant —tor 


that margin of difference that distinguishes your printing. 
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PRINTING PAPERS 


Levelcoat papers are made in these 
grades: Trufect*, Multifect* and 
Rotofect*. 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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SALESMAN 


DATE 


SALESMAN’S DAILY REPORT 


aL 
NO. NAME AND ADDRESS 


fs INDICATE BY CROSS 


(x) 


|SHOW AMOUNT 


DAILY EXPENSE SHEET 


DATE 


ITEMS AMOUNT 


oye . 
ve or 3a 


BREAKFAST 


LUNCH 
DINNER 


HOTEL 


FARE FROM: 
TO 


TO 


TO 
TO 


<0 
came 


TAXI 


TOTAL TIPS 
PASTAGE 


TELEGRAMS 


PHONES 
ISCELLANEOUS 


MILES 
TOTAL EXPENS 


SIGNED 


OK'D BY 


TOTALS 


PUT REMARKS AND INSTRUCTIONS TO OFFICE ON REVERSE SIDE 


MAILED EVERY NIGHT: It's the sales manager's dream come true. The salesman's call reports are at the left. The card is 


for the first contact, the larger sheet underneath for daily reports—and the daily expense account. No more 


stalling now! 


No Tickee, No Expense Money ! 
Cousino Gets His Sales Reports | 


By uniting his salesman's report form with the expense 
account voucher, this Ohio company stimulates prompt ac- 
tion from field men who might be inclined to procrastinate. 


One of the toughest problems for 
sales managers—getting complete and 
accurate daily reports from the field 


force—on time—has been successfully 
worked out by Bernard Cousino, 
Cousino’s Visual Education Service, 
Toledo. 


Cousino Visual Education Service 
is in the business of selling projection 
equipment, screens, sound systems, 
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and other visual aids to schools, 
churches, industrials, and civic organ- 
izations. ‘The company also does a 
large film rental business in 16-mm. 
sound films. 

Hence the business is made up of 
thousands of small, but still very im- 
portant, transactions. If, for example, 
a school teacher wants to rent a 5- 
minute “short” on wild life or moun- 


tain climbing—cost $1.50—it is just 
as important to Cousino’s as the sale 
of several hundred Bell & Howell 
projectors to a large industrial. 
In other words, every  transac- 
tion must be accurately reported and 
scheduled by the men working in the 
field. 

‘To avoid the endless repetition that 
often occurs on salesmen’s reports, 
Mr. Cousino has worked out a “First 
Contact Report” that is attached to 
the daily report form at the time that 
the first call on a new prospect is 
made. 

Information given on this form 
is very complete, including the pros- 
pect’s name and address, the name of 
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It is not the far-flung countryside, 
but the vital Los Angeles A. B. C. City and 
Retail Trading Zones that constitute 


the nation’s third largest and richest market. 


Within this vital forty mile radius the 
Herald-Express reaches many thousands more 


families than any other daily newspaper. 


No polls, projections or charts are 
needed to prove that the Herald-Express 
is the ‘anchor’ paper for any 

advertising campaign planned to sell 


goods in this major market. 
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the man who should appear on the 
mailing list (if other than the pros- 


pect), a complete record of the type 
of equipment owned, and information 
pertaining to film rentals. ‘The back 
of the “First Contact Report” is used 
for “Remarks” and Cousino men are 
admonished to “sell something every 
time you call.” 

Subsequent calls are reported on a 
Salesmen’s Daily Report which carries 
columns for checking the type of call, 
such as “new,” “telephone,” “store 
contact,” “interview,” ‘“‘demonstra- 


“LOCAL grocery 


tion” and so on. Finally, there are 
two columns for dollar figures under 
“equipment sold” and “film rentals.” 
The last column gives the date of 
the next call. 

When daily reports are received 
all calls are tabulated in a master 
record book. This enables Mr. 
Cousino to tell, at a glance, where 
his men are spending their time, and 
whether or not follow-up calls have 
been made on certain prospects. The 
analysis makes it easy for him to 
review any man’s sales potential and 


lineage?... 
1 Oh, Ves... 


over GZ 


goes into the 
SAN DIEGO 
UNION and 


TRIBUNE-SUN” 


Space buyers know that it pays dividends to follow the 
local choice and the local trend! In big, busy San Diego, itis 


more than ever the Union and Tribune-Sun. Just ove ‘“‘buy’ 


gives you dominance and concentration of advertising dol- 


lars. Avoid the weakening effect of splitting your appropri- 
ation. Get more for your money in the Union and Tribune. 


Sun...exclusively.,.the way most local grocery advertisers do. 


25 out of 33 
local grocery adver- 
tisers use the UNION 
and TRIBUNE-SUN 


exclusively. 


“Media Records figures for the last 
Quarter of 1948 show the Union 
and Tribune-Sun carrying 536,256 
lines, or 79.76% of the total gro- 
cery lineage for all daily papers. 
A gain of 32% over last year. 


Ask the West-Holliday Man! 
“All the News with Partiality to None” 


UNION and TRIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York » Chicago + Denver + Seattle - Portland + San Francisco + Los Angeles 
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to make suggestions regarding the 
handling of any specific account. 

Cousino’s Salesman’s Daily Report 
has still another section which ac- 
counts for the fact that Cousino sales- 
men always get their reports in on 
time. At the right of the report blank 
is a column titled. “Daily Expense 
Sheet” which lists various items in- 
volved on any expense account and 
provides space to itemize the amount. 

Because this expense sheet is part 
of the Daily Report, Cousino sales- 
men mail their reports every night, so 
they will receive expense checks 
promptly. This combination of a 
daily report and expense blank on 
one sheet is the secret of getting all 
reports on time. 

When the Daily Reports are re- 
ceived at the Cousino office, the right 
hand “Daily Expense Sheet” section 
is immediately torn off and turned 
over to the business office. These slips 
serve as a voucher for expenses and 
are tabulated every Saturday morn- 
ing. ; 

If the salesman comes in on Sat- 
urday, his expense check is ready; 
if not, it is mailed in time to reach 
him by Monday morning. Mr. Cou- 
sino reports that his men like the sim- 
plicity of the system, and also appre- 
ciate getting their expense checks on 
time. 


Finally ... 


Two copies of the Daily Expense 
Sheet are filed at the Cousino office, 
and one is retained by the salesman. 
After the Daily Expense Sheet section 
has been removed from both copies, 
one copy of the balance, containing 
the Salesman’s Daily Report is mailed 
to the Bell & Howell Co., Chicago. 
This enables the Bell & Howell sales 
manager to have a. complete picture 
of all Cousino activities in Ohio, and 
to make an accurate sales forecast of 
business to ‘be expected from the Cou- 
sino organization. Thus the single 
report sheet becomes a daily report, 
expense voucher, and sales control 
record for the manufacturer repre- 
sented. Everyone concerned has found 
the system to be thoroughly satisfac- 
tory. 


High Spot Cities 
Correction 


We were unable to catch a typo- 
graphical error in the High Spot 
Cities listings in March | issue. In- 
dexes for Greensboro, North Caro- 
lina, p. 116, should read: 450.5, 
108.9, 103.7, 10.23. 
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16mm_—s— Film 
Sources.” With increased demand 
educational and training 


“Directory of 


for visual 
techniques, l6mm_ films are being 
sought after by business and profes- 
sional groups of many types. And 
industries, professional organizations 
and governmental agencies, as well 
as commercial film producers, are 
today offering more films on a greater 
variety of subjects than ever before. 
For a convenient guide to these 
sources, the Radiant Manufacturing 
Corp. has recently issued this basic 
film source directory. Listings are 
classified according to subject matter 
offered: special interest, general in- 
terest, entertainment, religious, and 
educational subjects. ‘here’s a spe- 
cial classification for all sources of- 
fering films on a free loan basis. In 
addition to providing the name and 
address of each source, and the na- 
ture of films distributed, the guide 
also gives information as to distribu- 
tion policy, whether films are sound 
or silent, and whether they are for 
sale, rent, or on a free loan basis. 
Send your request for the Directory 
to Mr. Adolph Wertheimer, Radiant 
Manufacturing Corp., 2627 W. 
Roosevelt Rd., Chicago 8, III. 


"Facts You Should Know About 
Women Who Sew.” Evidently the 
women of the United States are on 
an economy march against the rising 
cost of dressing. According to a 
comprehensive survey conducted by 
MecCann-Erickson, Inc., for Sim- 
plicity Pattern Co., Inc., almost half 
(47%) of our women now sew at 
home. Pattern sales have more than 
doubled during the past nine years. 
The results of this study, based on 
interviews among 5,144 women, pro- 
vide a composite “life-size portrait” 
of the woman who sews. Women in 
all age groups sew, but the large 
percentage (48%) are between 25 
and 44. One-fourth live in towns 
with 2,500 to 50,000 population; the 
majority (38%) are members of the 
lower middle income group. Dresses 
are first on the list of articles sewn 
most frequently; blouses, skirts and 
aprons follow. As for their reading 
habits, many keep copies of popular 
weeklies (40%). women’s service 
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magazines (39%), household books 
(39%), and news magazines (17% ) 
on their living room tables. Manu- 
facturers of patterns, fabrics, sewing 
machines, and other related products, 
should address requests for copies of 
this report to the Central Research 
Dept., McCann-Erickson, Ine., 50 
Rockefeller Plaza, New York, N.Y. 


The Bottled Milk Man: Do you 
know there are many sales and ad- 
vertising men who are not aware 
that placing a bottle of milk on their 
doorstep is a +.5-billion dollar in- 
dustry? More than 53 billion pounds 
of milk, buttermilk, cream, skim 
milk, cottage cheese, butter and eggs 
are distributed by over 14,000 milk 
dealers scattered throughout the 
country. To aid marketing men to 
get an accurate understanding of the 
fluid milk market, how it works and 
buys, The Milk Dealer, business 
paper of the bottled milk industry, 
has compiled a brochure of facts. 
It describes the methods, equipment 
and supplies used by milk dealers, 
explaining the steps from farmyard 
to back-door milk box in a chart 
called “the path of milk from barn 
to bottle.” For copies, write to Peter 
Olsen, Promotion Manager, The 
Milk Dealer, 1445 North Fifth St., 
Milwaukee 12, Wis. 


CLINCH SALES 


with AUTOMATIC 
FILM SLIDES 


are 
magnified 
upon the 
large 
ADmatic 
cabinet 


screen 


ADMATIC automatically exhibits sharp, clear 
pictures or copy messages even under bright 
over-head lights. Fool-proof, long life, sen- 
sibly priced. A "Natural" for point-of-sale 
promotion. Write for complete details. 


ADMATIC PROJECTOR CO. 


318 W. Randolph St., Chicago 6, Illinois 
ADMATIC OF CANADA—356 Winnett, Toronto 


FINER WEDDINGS AND BRISTOLS? 


Rising is Right! ip. iz ¥ 


For perfection of surface, for uni- 
formity of texture and color, Rising 
Weddings and Bristols are without 
peer among the world’s fine papers. 
Your printer will advise that the fin- 
est Wedding papers are 


ee 
ising 
WINSTED « HILLSDALE 
PLATINUM 


ess demanding quality reproduction. 


~ 
‘er 


...in a wide variety of sizes, weights and fin- 
ishes... for every engraving and printing proc- 


Here’s Why— 


WHEN YOU WANT TO KNOW...GO TO AN EXPERT! 


) Ktising Papers 


ASK YOUR PRINTER...HE KNOWS PAPER! 


Rising Paper Company, Housatonic, Mass. 
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TRANSPARENT CASE—Upijohn's new container 
for drug store counters can be shipped and han- 
dled without the contents being disturbed. Bottles 
fit into recesses and are held in place by a special 
bar. Lustron display was made by W-L Molding Co. 


Display 
Angles 


SPINNING DISPLAY—Mission Dry Corp. has 
introduced this self-stabilizing bottle topper 
that gyrates gaily in the slightest breeze. 
Many dealers place a small electric fan be- 
hind the figure to keep it spinning. Designed 
and die cut by Ejinson-Freeman Co., Inc. 


COUNTER DISPENSER—Eye-catching unit is in striking red 
and white. The placard portion features a blow-up of the 
cartoon-type trade-mark. Price of the fire extinguisher is 
prominently displayed in a bold circular section at the base. 
The colorful display was designed and manufactured by the 
Hercules Paper Box Corp. for Bostwick Laboratories, Inc. 


ACCESSORY DISPLAY CABINET—Made of lucite with 
hard maple base and frame, it accommodates leaders in the 
line of Handee accessories for portable power tools. The 
shelves are removable and there is room for stock and litera- 
ture in the back. The cabinet was produced for Chicago 
Wheel & Manufacturing Co. by Advertising Arts Corp. 
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Dallas has done one of the most amazing jobs of building homes 
and apartments of any city in the nation. The Dallas Morning News, 
attuned to this great building trend, will soon complete its 
magnificent new plant. . designed to better serve the fabulous 
Northeast Texas area. John Knott, News staff cartoonist, and his 
internationally famous character “Old Man Texas” .. and all of the 


Old Man Texas 
rest of the News’ star-studded staff . . will soon move into this by John Knott, 


new home .. which will be formally opened on May 22. ay Castennne 


Sell the readers of the Dallas Morning News and you 
have sold the Dallas Market. 


* The great Northeast Texas 
area (the fabulous Dallas Market) 


eal 


DALLAS 


where more people make more 
money and spend more 

to buy more things than in 

any like area in the Southwest! 


Served by The News! 


CRESMER & WOODWARD, INC. 
Representatives: 

New York, Chicago, Detroit, 
San Francisco, Los Angeles 


The Dallas Mornina News 


TEXAS’ OLDEST BUSINESS INSTITUTION 
* RADIO STATIONS: WFAA and WFAA-FM * TEXAS ALMANAC 
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Mrs. Consumer Speaks Her Mind— 
And General Mills Listens 


Based on an interview by Larry Fitzmaurice with 


A. W. WILBOR = Director of Market Analysis, General Mills, Inc. 


Research into the likes, dislikes, preferences and peeves 
of American housewives goes on from one year's end to 
another. The findings enable the G M management to make 
the informed policy decisions that hold sales costs down. 


Every day, through telephone calls, 
personal interviews and small ques- 
tionnaires, tens of thousands of 
Americans are answering apparently 
unimportant questions, the replies to 
which form the basis for important 
decisions in the economic life of 
American business. 

General Mills, Inc., Minneapolis, 
through its Market Analysis Depart- 
ment, is a participant in these never- 
ending probes into the public’s taste, 
habits, preferences, interests, opinions, 
emotions, and reactions. 

A. W. Wilbor, director; G. A. 
Hughes, manager, and their staff of 
24, direct a far-flung organization. At 
the same time they interpret and as- 
similate reports from the A. C. Niel- 
sen Food Index, Industrial Surveys 
Co. National Consumer Panel, and 
C. E. Hooper ( Hooperatings )—and 
serve as sensitive antennae that ex- 
tend across the country to pick up 
consumer reactions in infinite variety 
365 days a year. 

General Mills spends approxi- 
mately $500,000 annually on market- 
ing research to get answers to hun- 
dreds of questions. Actual field work 
is farmed out to a number of survey 
organizations, but from their offices 
in Minneapolis this department 
studies and interprets consumer buy- 
ing habits, preferences and attitudes 
by geography, pocketbook, age, edu- 
cation, and other selective factors. 

It is the job of scientists, engineers 
and manufacturing talent to pro- 
duce top-grade products, but Gen- 
eral Mills knows that even the best 
will not sell unless the product pleases 
the consumer. Placing itself between 
the planning and distributing stages, 
market analysts get the lay of the 
land on customers’ true preferences. 

Problems generally come to the 
Market Analysis Department from 
either the management or manufac- 
turing levels. Marketing research 
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makes no final decision. It is not a 
substitute for executive judgment. It 
is, rather, the intelligence agent that 
goes ahead and tacks up “dead-end” 
signs on roads that may look good 
when they start but go nowhere. It 
leaves open for executive choice the 
good roads that lead somewhere, that 
are well populated with present or 
future customers. 


Market Knowledge 


General Mills’ Market Analysis 
Department proceeds on the premise 
that the most important factors for 
the successful selling of merchandise 
are to know the market, know its 
composition, where it is, when it is 
most active and as much as possible 
why it is a good market. 

Its experts conduct endless taste 


WORTH $500,000: That's the 


the likes and dislikes of 


amount 
General Mills invests in research to learn 


consumers. 


tests on current products as well as 
new ones. Delving continually into 
customers’ eating habits, General 
Mills knows whether it is time to re- 
consider a cereal’s flavoring, or per- 
haps its shape. Lengthy taste-tiring 
tests establish, for example, the ac- 
ceptability of one breakfast cereal in 
relation to another. 

If someone in the manufacturing 
department feels that the noodles in 
Betty Crocker Vegetable-Noodle soup 
ingredients should be shorter, the 
question is taken to homemakers, 
America’s toughest jury. Consumers, 
when checked, expressed no strong 
feeling either for or against the 
noodle length. 

When the company launched a 
larger Wheaties package, marketing 
research was on hand to determine 
whether buyers understood they were 
getting a 12-ounce package instead 
of an 8-ounce at an increased price. 

Change-over from the 8-ounce to 
the 12-ounce package posed another 
problem. In any cereal package, the 
contents normally shake down, leav- 
ing a gap between the top of the 
cereal and the top of the package. 
Without being aware of the reason 
for it, the critical consumer might 
feel he was getting a partially filled 
package. The larger the package, the 
larger the gap. In the switch to the 
12-ounce package, would consumers 
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do 9 times as many pages of advert is 


appear oxclaneae in Hardware : 


The answer is simple: Advertisers who can afford to use only 
enmwneAeUaRrrentinncmnarranan one hardware paper squeeze their dollars even more firmly 


F ARDW ARE than those who can afford a larger schedule. They study 


pce etic every available fact and figure — determined to choose 
\ Published Every 
an Thursday \ AGE 


only the very best buy. 

They see proof of strong reader interest in the fact 

ANANUITINTATINNIIUMANNEAR ANNU —— u iy Solon “ 2 -— : ef = yr ene ag 7 = 

Y aY > & | ¥a contacts, that Hardware Age is really a trade working 
tool. 


They note the amazing depth of Hardware Age 
penetration to the very grass roots of the market— 
with at least one retail subscriber in 8,536 different 
cities and towns. 

They are impressed by the tremendous 
breadth of coverage offered by Hardware Age's 
33,300 subscribers — the largest effective trade 

audience available to hardware advertisers. 

And they come to the conclusion that Hard- 
ware Age is beyond question — the main en- 
trance to the $2,500,000,000 hardware market. 


Your best year-round 
salesman is Hardware 
Age’s famous Merchan- 
dise Directory Number. 
Spot your story here 
and have your product 
information available 
when the buying deci- 
sions are made. 


HARDWARE AGE 


A Chilton 4b) Publication Charter Member 


100 EAST 42nd STREET NEW YORK 17, N. Y. 


MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 
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LONG BEACH, CALIFORNIA, where retail sales in 1947 
topped $407,000,000.00 is a**MUST MARKET” 
for every national advertiser with western dis- 
tribution, and the 


LONG BEACH PRESS-TELEGRAM is the only Net Paid 


Daily going into more than two out of every 
three Long Beach homes every day of the week! 
No other newspaper even remotely approaches 
this coverage in Long Beach! And on a milline 
basis (your true advertising cost) the Press- 
Telegram is by far YOUR BEST ADVERTIS- 
ING BUY! 


Press-Telegram 


“The Paper the People, and Advertisers, PREFER” 


Represented Nationally by Cresmer & Woodward 
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notice the larger gap? Researchers 
found that, if they did, they weren't 
too concerned about it. 


Premium Acceptability 


The Market Analysis Department 
keeps an eye on acceptability of 
premiums. ‘The whole trend in the 
premium business has changed since 
pre-war days. It formerly was con- 
sidered that a 10c premium was just 
about the maximum that could be tied 
in with any merchandising offer. Re- 
search has proved that you can go a 
lot higher. ‘The maximum premium 
price that can be tagged onto any 
offer is determined, in major part, by 
the price of the product itself. 

Some premiums now go to 5(c. 
There are more 25c items now than 
10c ones. But, regardless of the price, 
market analysts, sensitive to change, 
are constantly on the alert to check 
the degree of consumer satisfaction 
with every premium or contest. 

In pre-war days most companies 
were content to sponsor one big 
premium offer a year. Today they 
are a continuing merchandising de- 
vice. And before the war, most pre- 
miums were tested for acceptability 
on an over-the-counter basis. ‘Today 
much of it is done by mail. 

Standings of all company and com- 
petitive radio programs are checked 
and zealous watch is kept over Betty 
Crocker’s unique position as Ameri- 
can home economist No. 1. 


Case History 


The case history of the Tru-Heat 
iron, first of General Mills’ appli- 
ance lines, shows the importance of 
marketing research to the launching 
of a new product, which came on the 
market in July 1946. 

In 1943, General Mills’ New 
Products Commercial Research Divi- 
sion, in cooperation with the Market 
Analysis Department, began to sur- 
vey the market for electric irons to 
determine the manner and extent to 
which established manufacturers, the 
established trade and_ established 
products were serving this particular 
market. 

The job was to find out the com- 
petition General Mills would face in 
this field. This phase of research also 
dealt with performance standards of 
established products not only from 
the viewpoint of the testing labora- 
tory, but also from the viewpoint of 
the homemaker. 

Meanwhile, engineers were pro- 
ceeding with the development of an 
iron which was believed to offer extra 
use and _ performance advantage 
through a combination of a basic 
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principle of heat control and new de- 
sign. As a result of personal inter- 
views and questionnaires the company 
learned the degree of satisfaction or 
dissatisfaction homemakers were ex- 
periencing with the irons they owned 
and used and what new features they 
thought they would like in their next 
new iron. Design sketches at first, 
and dummy models later were shown 
to thousands of homemakers who 
were asked to vote for their pref- 
erence. 


Consumer Preference 


By developing designs in accord- 
ance with definitely expressed con- 
sumer preference, the company was 
able to prove that it had a design 
that was not only acceptable, but 
measurably preferred. 

‘The next step was to repeat the 
careful and extensive process of 
checking and re-checking from the 
performance viewpoint. Handmade 
working models, incorporating not 
only preferred features of design but 
new operating principles, were tested 
under actual ironing conditions under 
which it would be used. 

Homemakers were asked to report 
first on the use of their regular iron, 
how they liked it, what they like 
about it, what they did not like about 
it, how much time was required to 
do their ironing, whether they were 
tired when they finished ironing and 
other questions that reflected user 
opinions of reactions to and experi- 
ence with the various makes of irons 
in use. 

After that, the company gave 
hundreds of homemakers an individ- 
ual iron, asked them to use it for 
several months and make a_ report 
based on experience. 

Consumer tests using working 
models gave the company a cross-sec- 
tion of opinion and reaction to the 
iron itself and provided suggestions 
which later were incorporated in the 
Betty Crocker Ironing Primer. 

Much speculation was taken out 
of the acceptability of the General 
Mills iron. It was known in advance, 
on the basis of planned appraisal, 
that women would like it, would 
want to buy and use it. 


No Hurry 


“We spent two-and-one-half years 
proving that our iron really would 
make a constructive contribution to 
reducing the burden of household 
tasks,” Wilbor “We believed 
then, as we do now, that the time, 
money and effort devoted to this re- 
search gave us a foundation for entry 
into the appliance business that we 


says. 


could not have gained any other 
Way.” 
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But trailing customers around to 
see what they want in food products 
and home appliances is but a part of 
the department’s activities. Common 
assignments are to explore public 
thinking on many matters directly or 
indirectly bearing on the company’s 
business, and consumer attitudes are 
sifted as finely as the housewives do 
their flour. 

Recent questions pertinent to top 
management include: How does the 
farmer feel about American business? 
The city dweller? What are their 


eating habits? What are trends in na- 
tional advertising? How does com- 
petitive advertising compare with our 
own? 

The department turns a criti- 
cal eye on population shifts, actively 
participates in an advisory committee 
to the U. S. Bureau of the Census, 
checks progress on public education 
in nutrition. It finds out what propor- 
tion of juvenile radio fans associate 
Jack Armstrong, the All-American 
Boy, with General Mills or its 
products. 


The Miami Herald scores 


ho Mare Kecrd Breskiig 


FIRST in the Nation : FIRST in Florida 
in Advertising ; with a 
with 3,207,437 lines: QUARTER MILLION 
for January, 1949° Circulation 


Yes, The Miami Herald continues its record-breaking pace, leading 
the nation in ad lineage with 3,207,437 lines in January and achieving in 
February an all-time high for Florida with a publication of more 


than a quarter-million copies. 


The figures speak for themselves -- The Miami Herald is the biggest 
selling force in Florida... bigger than all other daily newspapers 
combined in one of the nation’s richest and 


fastest-growing year-round markets. 


JOHN S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, Notional Representatives 
A. S. GRANT, Atlonto 


Affiliated Stations -- WQAM, WQAM-FM 


MIAMI -- An International Market 


«Che Miami Herald = 


Lada 
Miami Herald 
Zone of Influence 
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Only IN THE 


PANTAGRAPH 


Can You Reach 117,000 
People In Central Illinois 


BLOOMINGTON — Per 
capita sales: food 
$375.07; general mer- 
chandise $248.15; 
drugs $45.82.* 


*Copr 1948. Sales Management Sur- 
vey of Buying Power, further repro- 
duction not licensed. 


va PANTAGRAPH 


SOOMINGTON, ILLINOIS 


We specialize in converting your material 
into interesting, understandable charts and 
design. From layout through illustration, 
typography, and production. 


Free booklet on request 


The Chartmakers, Inc. 


480 LEXINGTON AVENUE, NEW YORK 17, N. Y. 


Colorful - Self Adhesive - Cellophane, processed 
in Rolls. Easy to buy - Easy to apply - used for 


Packaging - Point of Sale Advertising - Dealer 
Instructions - Distributor literature imprints. 


TOPFLIGHT TAPE CO. YORK, PA. 
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‘Ok 


When Regulation “W" 
Does Not Apply 


lf you sell to veterans who need your product for business 


purposes, you are not limited by credit terms in the Federal 


Reserve Board's Regulation ""W." Auto manufacturers, for 


one, are finding this provision a new source of sales. 


Many of the products that the 
Federal Reserve Board subjects to 
Regulation W may be sold, neverthe- 
less, in complete disregard of the 
regulation. ““W,” it may be recalled, 
prescribes minimum down payments 
and maximum instalment periods for 
time sales of various durable goods. 
In some cases, the seller may ignore 


/ all that. 


‘The conditions for such sales are: 
1. The customer must be a World 


|| War II veteran. 


2. He must need the _ product 


| either in his business or to modernize 
his home. 


Regulation W contains an excep- 
tion that sales managers may find 
more useful as the search for cus- 
tomers becomes more urgent, notably 
on “credits . . . made, guaranteed or 
insured pursuarit to the provisions of 
Title III of the Veterans Affairs 
Readjustment Act of 1944, or by any 
State agency pursuant to similar 
State legislation.”” Put simply, a 
product sold through a GI loan, 
whether by the Veterans Administra- 
tion or a state, is exempt from W. 


How It Works 


With the return of the buyers’ 
market, some of the Packard and 
Kaiser-Frazer dealers have been ad- 
vertising the terms made possible by 
this exception. A $2,400 Packard, 
for instance, is offered to eligible 
veterans. ‘They can take possession 
for 30 days, plus 10 days of grace, 
before they start their three-year 
periods of monthly payments. 

A veteran may be offered such 
terms only if he intends to use his 
car mainly for business. Most obvi- 
ously, this covers salesmen who circu- 
late among their customers by car. It 
also covers doctors who make calls, 
mechanics who tote their tools back 
and forth, and others. 


(For salesmen: You can buy the 
car on easy instalment terms whether 


the dealer offers it that way or not. 
If you are a World War II veteran, 


get the GI loan from your bank, 
using the proceeds to pay part of the 
bill. Get the Reserve Board regula- 
tion. Show your dealer Section 7, 
paragraph d, subhead 5, which ex- 
empts your car from the instalment 
regulations. Arrange, if possible, for 
a combined payment of the GI loan 
and the car.) 

Manufacturers or dealers with 
products they would like to sell to 
Gls must take account of the condi- 
tions under which GI loans are guar- 
anteed or insured. A loan to finance 
a product needed in the veteran’s 
business may be made up to $2,000 
and one-half the purchase price of the 
product. On the $2,400 Packard. 
such a loan could cover $1,200. On a 
$5,000 truck, the maximum would 
be $2,000. 


Who O.K.'s? 


If the veteran-salesman will use 
the car only to drive back and forth 
from work, he is not entitled to a GI 
loan. However, if the bank is ready 
to make the loan, the Veterans Ad- 
ministration probably would not raise 
any question. 

The dealer should be able to work 
out any of several alternative arrange- 
ments with his bank. One method. 
likely to prove the simplest, is to 
introduce the customer to the banker 
who finances the sale. The banker 
will demand the dealer’s name on the 
note. Proceeds of the loan would go 
to the dealer and the product to the 
customer. Whether the customer 
makes his payments only to the 
dealer, only to the bank, or to both. 
is a matter for dealer and banker to 
arrange. 

Insofar as the Veterans Adminis- 
tration is concerned, the dealer and 
the bank could arrange for the former 
to take the customer’s note. The 
dealer would then discount it. 

Under either plan, it would be the 
bank, not the dealer, who would be 
insured against loss in the event of 
default. The Veterans Administration 
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only after the dealer has met his 
liability. His advantage, under these 
methods, lies in being able to provide 
easy financing terms. 

A manufacturer or dealer with 
suficient cash can make his own 
loans to Gls. The Veterans Admin- 
istration then would guarantee them 
on the same terms as to a bank. It 
will take the first loss up to 50% of 
the outstanding debt at the time of 
detault. On a $1,000 loan, defaulted 
before any instalment payment had 
been made, the Administration would 
cover $500. If, say, $600 were subse- 
quently obtained by pressing judg- 
ment against the buyer, the dealer 
would keep $500, returning only 
$100 to the Veterans Administration. 
If default occurred after $500 had 
been repaid, the Veterans Adminis- 
tration would cover $250 against the 
$500 debt still outstanding. 

Arrangements for such a_ plan 
would have to be made through the 
local office of the Veterans Adminis- 
tration. “The advantage lies in the 
direct guarantee of receivables. ‘The 
disadvantage is that it ties up cash. 
There is no Administration regula- 
tion that would prevent a dealer from 
discounting his notes after getting 
them guaranteed; it’s just that ofh- 
cials in Washington are not aware 
that it has ever been done that way. 


Loans Only to Veterans 


Companies that buy cars for their 
salesmen cannot purchase them under 
the GI system. Loans are made only 
to veterans, who must have title to 
the products. 

A great many products have been 
sold through GI financing. Shortly 
after the war, for instance, there was 
a boom in truck sales. It wasn’t that 
dealers tried to make the sales; re- 
turning veterans went into the truck- 
ing business. The majority of them, 
according to the Veterans Adminis- 
tration, found the business more in- 
tricate, particularly with respect to 
regulation, than they first anticipated. 
Loans bounced and the banks have 
soured on truck loans. 

‘To date, such sales came about 
through the initiative of the veteran- 
customer. Promotion of products by 
the dealer by use of the GI loan pro- 
visions is a new wrinkle. It should 
become more important in a buyers’ 
market. 

The Veterans Administration also 
allows loans up to $4+,000 for modern- 
izing homes. Loans can be made to 
finance sales of washing machines, 
heating units, refrigerators and other 
equipment covered by Regulation W. 
In these cases, as in the case of auto 
sales, the regulation does not apply. 
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“Bure | told the client 


~ wed make the deadline" 


Ina 


When jobs need speeding up, you can save whole 
days with Air Express. This way, layouts, electros, 
matrices meet deadlines with time to spare. When 
you standardize on Air Express shipment, you can 
take the time to do a better job in all stages of 
production. 

Door-to-door Air Express is the fastest way to 
ship because it goes on all flights of the Scheduled 
Airlines. Speedy pick-up and delivery service in- 
cluded in the low rates. Use Air Express regularly. 


Facts on low Air Express rates 


Electrotypes (21 lbs.) go 700 miles for $4.51. 
Salesmen’s Training Films (15 lbs.) go 500 miles for $2.54. 
Same day delivery in both cases if you ship early. 


Only Air Express gives you all these advantages: Special pick-up 
and delivery at no extra cost. You get a receipt for every ship- 
meni, and delivery is proved by signature of consignee. One- 
carrier responsibility. Assured protection, too—valuation 
coverage up to $50 without extra charge. Practically no 
limitation on size or weight. For fast shipping action, phone 
Air Express Division, Railway Express Agency. And specify 


“Air Express delivery” on orders. 


GETS THERE FIRST 


Rates include special pick-up and delivery 
door to door in princinal towns and cities 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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MAGAZINES 


The whole magazine publishing 
industry is affected by a bill, H. R. 
2945, now before Congress, which 
has been designed to make up the 
Post Office deficit, largely at the ex- 
pense of second class matter. If 
passed, this bill would entail cumu- 
lative rate increases of $125,000,000 
from second class mail alone by 1950, 
a 300% jump. 

Rallied by the National Associa- 
tion of Magazine Publishers, the ma- 
jority of the industry is taking this 
tack: First, the problem must be kept 
on the public service, adult educa- 
tion basis. Any other basis of con- 
sideration would be unrealistic on 
the part of the Government and com- 
pletely disastrous to the publishing 
business. One publisher defined the 
bill: ‘‘Death—and no more taxes.” 

Second, it can be demonstrated 
that application of economies sug- 
gested in the Heller report (accom- 
panying the Hoover report), plus 
separation from the deficit of the free 
services, airline subsidies, etc., and 
also increased postal revenues on 
special services—could bring~ total 
credits to $405,000,000 as against the 
estimated deficit of $400,000,000 for 
1950. 

House Committee hearings have 
been scheduled to begin in  mid- 


March. 


RALPH DAIGH, editorial direc- 
tor of Fawcett Publications, Inc., 
has been elected a vice-president. 


Advertising Bureau 
has just published a 44-page book, 
“Nagazine Reader Count for 
County, State and Nation,” which 
for the first time makes available the 
figures for the number of magazine 
readers, county by county, through- 
out the United States. The material 


Magazine 
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Agency Nowy 


for the book was developed by Stew- 
art, Dougall & Associates from the 
information which they gathered for 
M. A. B.’s Nationwide Magazine 
Audience Survey, the results of 
which the Bureau made public in a 
series of four reports last year. 

The new book includes a letter 
written to M. A. B. by Paul Stewart. 
in which he defines the data presented 
as being a valuable new market in- 
dex. Mr. Stewart says, in part, 
“Indices employed in evaluating 
markets are usually based on eco- 
nomic factors alone, and yet we know 
that, for many commodities and serv- 
ices, cultural and sociological factors 
also must be considered. Beauty, 
health, fashion, flavor, comfort, ease 
of operation, safety, pleasure, satis- 
faction—are appeals directed  pri- 
marily to the person as a social being 
rather than as an economic being. 
Our analyses show that magazine 
readership correlates well not only 
with social factors, such as education, 
but also with economic factors, such 
as retail sales and buying power. 
Thus, it seems to me that magazine 
readership reflects a combination of 
the two basic factors—economic and 
social. By this I do not mean that 
sole dependence should be placed 
upon this one market index, but 
rather to suggest that these data be 
considered along with already recog- 
nized market indices.” 

The Nationwide Magazine Audi- 
ence Survey, conducted for Maga- 
zine Advertising Bureau in 1947, 
counted for the first time the indi- 
viduals and families who are maga- 
zine readers. And it also recorded 
the individual family characteristics 
of both readers and non-readers; it 
counted people as people. 

The survey was so planned and 
executed that its resultant data could 
be the basis for an accurate county- 
by-county measure of the penetration 
of the national magazine, for the 
1,188 counties in the United States 
containing towns of 5,000 population 
or over, and for residual counties by 
states—making it possible for the 
advertising or marketing man to see 
the actual reader potential of the na- 
tional magazine as a medium, locality 
by locality, and to make combinations 
of these reader potentials to match 
against trading areas or sales terri- 
tories. 


Better llomes 


and Gardens 


MARKING SALE of the three millionth 
copy of “Better Homes and Gardens 
Cook Book,” are contests—$3,000 recipe 
for public, $1,000 window display for 
book dealers—by Meredith Publishing Co. 


Some of the salient facts concern- 
ing magazine readers and non-readers 
are summarized in the last few pages 
of the new book, immediately pre- 
ceding a complete description of the 
technical methods used in determining 
the county reader counts. The book 
also includes three charts showing 
the correlation between the distribu- 
tion of magazine readers, state by 
state, with retail sales, net effective 
buying income and education. 

a 

Copywriters who are looking tor 
the most effective advertising themes 
can get real help from a unique pub- 
lication research job made by Alfred 
Politz Research, Inc., for The A mer- 
ican Weekly. ‘Vhe study was made 
under the guidance of a committee 
of distinguished research practition- 
ers who gave their services without 
pay in the hope that they might be 
able to set a pattern for future re- 
search. ‘hese men are Dr. Vergil D. 
Reed, Associate Director of Re- 
search, the J. Walter Thompson 


Co.; Dr. Franklin R. Cawl, Diree- 


BETSY TALBOT BLACKWELL, 
editor-in-chief of Mademoiselle, is 
elected to board of directors of 
Street & Smith Publications, Inc. 
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ASSIGNING WTOP, Washington, D. C., to new corporation, WTOP, Inc., are 
Frank Stanton, president, CBS, and P. L. Graham, president, Washington Post. 


tor of Marketing Research of the 
Kudner Agency, Inc.; D. E. Robin- 
son, Vice-President in Charge of Re- 
search of C. J. LaRoche & Co., Inc., 
and Dr. Darrell D. Lucas, Professor 
of Marketing at New York Uni- 
versity. 

One of the most interesting sec- 
tions in the 160-page book, titled “‘A 
Qualitative Survey,” is an analysis 
of the types of articles readers would 
like to see more often in The A meri- 
can Weekly. ‘Vhe audience, so far as 


sex, age, educational and economic 


status are concerned, seems _ fairly 
representative of urban households. 

‘The 15 subjects of most interest 
to the average urban householder 
turn out to be: stories about real 
people, 43.0%; true mysteries, 
28.80; sports, 28.30; health ar- 
ticles, 27.0%; historical articles, 
25.6% ; articles on child welfare, 
25.0% ; articles on science, 23.66 ; 
humorous articles, 21.40; amuse- 
ments and hobbies, 19.40; house- 


hold furnishings, 18.96; articles on 
teen age children, 17.767; cartoons, 
17.66 ; recipes, 16.57 ; clothes care, 


14.567; household budgets, 13.30; 
beauty care, 10.2. 
BUSINESS MAGAZINES 

‘The National Business Publica- 
tions, Inc., an association of con- 
trolled circulation technical, trade, 


scientific and professional periodicals 
tor service to readers and members, 
is petitioning the 8lst Congress ‘‘on 
behalf of the good of business paper 
publishing as a whole.” The petition- 
ing asks for adjustment of the dif- 
ferences now existing in the postal 
rates charged controlled and paid cir- 
culation business periodicals “render- 
ing identical editorial services to in- 
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dustries, trades, and 
sciences.’ 

Advertising in a paid circulation 
business paper with coverage of the 
Nation runs about 3c per pound, 
editorial content at 1'%2c per pound. 
A controlled circulation periodical, 
however, must pay 10c¢ a pound on 
all material. 

In seeking to correct these dis- 
crepancies National Business Publi- 
cations, Inc., “does so without criti- 
cism of either the Postal authorities 
or any form of circulation.” 

The association has pointed out 
the past expansion and today’s com- 
prehensive service of the controlled 
circulation business papers to indus- 
try, professions, sciences and trades. 
The first such publication was be- 
gun in 1911. ‘Today there are more 
than 250 controlled circulation busi- 


protessions, 


ness publications in the audited 
group alone, totaling more than 


2,000 editors and over 10,500 edi- 
torial pages monthly. Their annual 
editorial investment in vital informa- 
tion to the readers they serve exceeds 
$12,500,000. 

The major elements of the con- 
controlled circulation business papers’ 
claim for equal postal rates are these: 
(1) Both types of publications are 
identical in function and render 
identical editorial service; (2) Read- 
ers, advertisers and _ advertising 
agencies alike in these fields have 
long accepted both types as render- 
ing equal service; (3) The Armed 
Services recognize trade and _ techni- 
cal journal advertising alone as an 
allowable and essential element of 
the cost of products sold to the mili- 
tary and make no distinction between 
controlled and paid circulation publi- 
cations; (+) The Post Office is now 


the only factor in the American 


economy which does not yet recog- 
nize the parity of service between 
these groups; (5) Parity of postal 
rates will tend to increase still fur- 
ther the service rendered by business 
papers as a whole to those whom 
they serve. 
e 

Another facet of the business ‘pa- 
per publishing industry is currently 
being spotlighted. A resolution urg- 
ing that a single auditing service be 
made available covering both the 
paid and unpaid portions of the cir- 
culation of business publications has 
been adopted by the board of direc- 
tors of the National Industrial Ad- 
vertisers Association. “The N.1.A.A. 
proposes that both the Audit Bureau 
of Circulations and the Controlled 
Circulation Audit make available 
service covering both the paid and 
unpaid portions of the circulations 
of their member publications. It is 
also suggested that C.C.A. restrict 
its membership to publications hav- 
ing 50¢¢ or more controlled circu- 
lation. 

s 

Beg pardon: By dropping three 
(000) O's, sales of five billions of 
goods direct to users in 1947 came 
out a mere five million in the article, 
“How to Sell Through Independent 
Salesmen,”’ SM, February 15, 1949, 
page 128. 


CBS: Harry S. Ackerman (left) and Ar- 
thur Hull Haygs (right) are appointed 
vice-presidents and, 


respectively, net- 
work program director, Hollywood, Calif. 
and head of San 


RADIO 


Hugh Feltis, president of the 
Broadcast Measurement Bureau has 
resigned to accept the general man- 
agership of KING, Seattle, Wash. 
Mr. Feltis, who has served as a head 
of the Bureau since January, 1945, 
said, in announcing his departure 
from the organization, ‘I have served 
with BMB long enough to know 
that the principle of uniform audi- 
ence measurement has been estab- 
lished, that the need for such a serv- 
ice on the part of those who use ra- 
dio as an advertising medium is a 
real one.” 

Cortlandt Langley, 
Mr. Feltis, and Dr. 


Francisco office. 


assistant to 


Kenneth H. 
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Increase your automotive 
sales in America’s fastest-growing market 


OUTHERN 
UTOMOTIVE One-third of the nation’s vehicles are in 
wou RNAL the South and Southwest. Only SAJ 


completely blankets trade in this region. 


Of America’s total automotive outlets, one-third are 
located in the 19 Southern and Southwestern states. 
They do a third of the country’s automotive dollar 
volume. Moreover, year after year, this region has 
steadily led the country in registration gains. 

Bulk of the trade down South comes from the 
thousands of towns and cities of 25,000 and under, 
which serve 76.1% of this market’s total population. 

Southern Automotive Journal blankets the South 
and Southwest, big city and small—takes you into 
5,500 of them with 25,535 net paid monthly. You 
reach practically every jobber and distributor—the 


— leading dealers, garages, fleets and larger service 
A 1948 registration of over 15,3 stations throughout the market. This is the penetra- 
12 million motor vehicles — and ~, tion, the power needed for rapid sales expansion 
ne 4 
still out-gaining the nation! “?\" ‘I down South—your best market for expansion. To 
adequately cover the South and Southwest SAJ 
4 - ° 
Year ‘round driving ~ is essential. 
weather in the sunny South— __ Qs) > 
“ a 
iaiaeaiiied SOUTHERN AUTOMOTIVE JOURNAL 


806 Peachtree St., N. E. Atlanta 5, Ga. 


Here’s your concentrated power for selling 
the booming South and Southwest 


Like to see a sales curve on the climb? Then make your 
drive on the Southland, America’s happiest hunt- 

ing ground for new business and extra profits! The 

Smith Publications, with overwhelmingly dominant circula- 
tion in their respective fields, are you direct 

route to the greatest number of the most important 

buying influences throughout the entire South 

and Southwest. Let us tell you more. Of your 


market possibilities. Of our service to you. 


Textile Industriesis the Smith 
national publication which 
provides superior coverage 
of all branches of the 
country’s textile industry. 


W. R. C. SMITH PUBLICATIONS 


806 Peachtree St., N. E. Atlanta 5, Ga. 
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RCA has developed this control console which can be set up straight, "L", or 
"U" design, and meets requirements of one or more AM, FM, or TV transmitters. 


Baker, who is directing research for 
the organization, are jointly assum- 
ing management of the Bureau 
April 15, when Mr. Feltis’ resigna- 
tion becomes effective. 

Dr. Baker has reported to the 
BNIB board of directors that 70,000 
audience measurement ballots were 
mailed March 1, 100,000 March 2, 
and that 125,000 daily would be 
mailed until the complete mailing— 
675,000—would be completed. ‘These 
ballots are directed to every county 
in the Nation. Based upon returns 
trom these ballots, and follow-ups, 
indices to the sizes of individual au- 
diences are tabulated and distributed 
to BMB subscribers, advertisers and 
advertising agencies. 

BMB has announced that its sub- 
scribers currently comprise a total of 
828. 


NEWSPAPERS 


More newspapers and magazines 
are being read in the United States 
than ever before, according to sta- 
tistics in the 1949 edition of Di- 
rectory of Newspapers and Periodi- 


cals, a reference work which has 
been published for 81 years by N. W. 
Aver & Son, Inc. 


J. P. DENNINGER, formerly with 
Sales Management, joins Blair-TV, 


Inc., television representatives. 


According to the Directory, 445 
new publications were started during 
1948; of these, 18 were magazines 
of general circulation. The number 
of newspapers, both daily and weekly, 
was increased by 307. It also reveals 
that the number of subscriptions and 
newsstand sales of the periodicals 
reached a grand total of 229,000,000 
per issue, and that daily newspapers 
reached an all-time high circulation 
per issue of 52,097,872. 

= 

A 56-page booklet titled, “Beer, 
Ale & Wine Newspaper Advertising 
Lineage in New England Newspa- 
pers for 1948,” has just been publish- 
ed. It is the second annual tabulation 
of the newspaper lineage used by 51 
local, regional: and national brands 
of malt beverages and 41 brands of 
domestic wines in +5 New England 
daily newspapers. 

A total of 4,022,442 lines of daily 
newspaper advertising, accounting for 
an expenditure of $608,666, was used 
by beer and ale advertisers in the 
newspapers studied; $74,512 was 
spent for 349,538 lines of wine ad- 
vertising. 

Summary pages show the total 
lineage and expenditure of each brand 
of beer, ale and wine included in the 
study. The combined circulation of 
the newspapers selected for this study 
reaches approximately 80° of the 
families in New England. 

es 

‘The most expensive single adver- 
tisement ever printed in a _ news- 
paper appeared in the February 27 
issue of The Sunday Tribune, Chi- 
cago. It cost the Nu-Fab Corp., 
Chicago, more than $40,000, includ- 
ing the cost of 440,000 square yards 
of the material on which it was 
printed. The product is called Mira- 
cloth. ‘The advertisement was in the 
form of a full page, printed on both 
sides, and used as an insert. 

Readers were told to immerse the 


page in water, work it a bit and 
wring it out. ‘his would remove the 
printer’s ink. After that each reader 
would have a new type cleaning rag, 
“lint-free, streakless and chamois-like 
in use.” The immediate effect of the 
advertisement was to sample 1,100,- 
000 Tribune readers in a single day. 
e 
Wayne L. Sams, Research and 
Sales Department of the Illinois 
Daily Newspaper Markets for the 
past two years, has been named di- 
rector of sales... Felix M. Bryan 
has been appointed classified manager 
of the Times-ITerald, Washington, 
D. C. At the same time Devona 
Horton has been named classified 
sales manager. 
e 
“Miracle of the Millions,’ 35- 
minute technicolor movie, is being 
shown to advertisers and agency peo- 
ple by its producer, The News, New 
York City. 
Producers of this movie have taken 
a different tack in presenting pro- 
motional material to advertisers and 
prospects. Subject matter is entirely 
pictorial, showing people and places 
around the New York City area and 
the reporters, columnists and photog- 
raphers who cover them for The 
News. In effect, The News is selling 
its editorial technique, showing how 
its kind of coverage builds The News 
circulation. 
a 
On March 5 the long planned 
Eastern Shore Daily News began 
publication in conjunction with the 
Virginia Eastern Shore Weekly 
News, Onancock, Va. The publisher 
of both newspapers is John T. 
Borum. The new daily is the only one 
south of Salisbury, Md., on the 
peninsula, and is being circulated in 
a market of more than 60,000 people. 
It will carry N. E. A. features and 
Associated Press news service. In- 
land Newspaper Representatives, 
Inc., represents the daily in the gen- 
eral advertising field. 


TOM GALLERY, appointed di- 
rector of sales for Du Mont Tele- 
vision, succeeding H. J. Grieg. 
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This summer, two million out-of-state vacationists will buy 
$154,000,000 worth of goods and services in Colorado. 
All of that $154,000,000 will be extra summer business...over 


‘and above the regular market. That’s why summer sales soar in Colo- 
rado...and that’s why advertisers who want the maximum sales results 
from their advertising dollars will find it good business to increase their 

summer advertising in the most widely read selling medium in the 

Rocky Mountain Empire... THE DENVER POST. 


: e THE REPRESENTED NATIONALLY BY 
‘. MOLONEY, REGAN & SCHMITT, Inc 
Pieewiavies thy DENVER POST ee 


Se The Voice 0f the Rocky Mountain Empire 
ee ee q PALMER HOYT, EDITOR and PUBL 
Rote, Comics, Roto Magazine 378,299 


A.B.C. Publisher's Statement * Sept. 30,.1948 
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WHY WONDER AND WORRY? 
BURRELLE’S PRESS CLIPPINGS 


GIVE YOU THE FACTS! 


ALL the clippings about you, 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
and accurate. Write today for 
full information. 


14) 


/ 


, 
Boke esa. 
‘a / press CLIPPING BUREAU 


BARCLAY 
7-5371 


Si 


165 CHURCH ST. 
NEW YORK, N.Y. 
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PERSONAL 


The personal touch is the magic 
touch . . . in — up good will 
and making contacts. Impress present 
and prospective customers personally 
with a gift of a MICRO-LITE, the 
handsome miniature keychain flashlight. 
Imprinted with your name, it is the 
perfect good will builder. 


For promotional = tailored to 
your line . . . price list, sample, liter- 
ature, write on your business letter- 
head to Dept. $-315. 


MICRO-LITE CO., INC. 


44 West |8th Street, New York City I! 
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SEEK WEST COAST 
DISTRIBUTORSHIP 


Will Invest Up To $7,500 


Sales engineer with management 
experience and knowledge of 
West Coast markets willing to in- 
vest from $5,000 to $7,500 for 
new opportunity in sales man- 
agement, branch operation, dis- 
tributorship or sales .agency— 


preferably selling established 
products in mechanical, electri- 
eal and construction fields. 


Write Box 2542, SALES MAN- 
AGEMENT, 386 Fourth Ave., 
New York 16, N. Y. 


:  GEHUINE 8 8x10 GLOSSY PHOTOS 
C DUMRED MET DAY, V4 ) 


In 5,000 Lots 
5/¢ in 1,000 Lots 
: FACH 51.99 oer 100 
pre $23 per 1000: Mounted Enlargements 30x40 $3. 85 ' 
Made from your negative or photo 
NO NEGATIVE CHARGE—NO EXTRAS 
Unsurpassed in quality at any price 
Made under supervision of famous James J. Kriegsmann 


ANY PRODUCT PHOTOGRAPHED, '5 


e 3 


INAL TO A "'T'' 


ODUCTION HOUSE 


4 
4 


®Coprler 


ho toaraphers 


1.0233 
ls West 46th St. 
lew York 19, N.Y. 


U.S.A.'s LARGEST REPR 
WE MATCH YOUR —— 


Readers’ Service Can 
Furnish These Reprints 


Send order with remittance to Readers’ 
Bureau, SALES MANAGEMENT 
386 Fourth Ave., New York 16, N. Y. These 


reprints may be ordered by number. 


Service 


NEW REPRINTS 


192—ABC’s of Market Indexes and 
How to Apply Them to Sales Problems, 
by Richard D. Crisp. (25c) 


191—Why Nine Out of Ten New Prod- 
ucts Fail, by Peter Hilton. (Price 10c) 


190—Your Biggest Sale: Management’s 
“O. K.” on the Sales Budget, by L. T. 
White. (Price 10c) 


187—Shall We Display and Advertise 
Price? Public Says Emphatic “Yes!” 
(Price 10c) 


185—How To Improve Your Ability in 
Public Speaking. (Price 10c) 


183—A Primer for Selecting Colors 
with Sales Appeal. (Price 10c) 


182—Eight Vital Factors in Point-of- 
Sale Promotion. (Price 25c) 


181—Leadership: What Makes It? by 
Dr. James F. Bender. (Price 20c) 


179—The Sales Budget: Blueprint for 
More Efficient Marketing. (Price 25c) 


MANPOWER PROBLEMS 


189—Hunch & Prejudice in Hiring: 
The Crux of Manpower Failures, by Rob- 
ert N. McMurry. (Price 10c) 


188—Ten Essentials for Sound Sales 
Training, by Sidney Carter. (Price 20c) 


186—Twenty Traits That Make Star 
Salesmen, by Jack Lacy. (Price 5c) 


184—How To Compute Salesmen’s Auto 
Allowances, by R. E. Runzheimer. (Price 
25c) 


154—Ideas for Solving Your Biggest 
Post-War Problem: The Training of a 
Hard-Hitting Sales Force. (A _ portfolio 
of 12 articles.) (Price 50c) 


153—A Heart-to-Heart Talk with 
Salesmen About the Company’s Advertis- 
ing, by E. .A. Gebhart. (Price 5c) 


145—Five Yardsticks for Measuring a 
Salesman’s Efficiency, by Richard S. Crisp. 
(Price 10c) 


142—Paying for Sales: Some Compen- 
sation Principles and Practices. (A port- 
folio of 13 articles.) (Price 50c) 


131—Hiring Will Be Easier—If You 
Blueprint Your Salesmen’s Jobs, by Ed- 
win G. Flemming. (Price 5c) 


130—How to Spot, Appraise and Spike 
Grievances Among Salesmen, by Robert 
N. McMurry. (Price 5c) 


129—How to Solve Salesmen’s Auto 
Cost Problems, by R. E. Runzheimer. 
(Price 10c) 


126—What Makes a Star 
Tick? By Jack Lacy. (Price Sc 


Salesman 


SALESMANSHIP 


172—Are Your Salesmen Equipped To 


Prove Quality? by Burton Bigelow. 
(Price 5c) 

170—How To Train Salesmen For a 
Buyers’ Market. (A_ selected group of 
articles on the theory and practice of 
sales training.) (Price $1.00 


169—ABC's of Effective Sales 
ing, by William Rados. 
(Price 50c) 


Train- 
(Seven articles.) 


155—Morale in the Sales Force: What 
Can We Do To Keep It Healthy? by 
R. L. Cain. (Price 5c) 


149—Salesmanship as a Profession, by 
Robert S. Wilson. (Price 25c) 


MARKETS 


180—Who’s Who of Department Stores 
in New York Buying Groups. (Price 25c) 


156—Sales and Advertising Experts 
Pick the Best Test Markets of the Country 
in Three Population Groups. (Price 25c) 


152—Where to Look for Big Buyers in 
Chicago. (Includes a tabulation of Chi- 
cago buying offices.) (Price 10c) 


142A—Los, Angeles Now Rates as Ma- 
jor Buying Center. (Includes tabulation 


of Los Angeles buying offices.) (Price 
10c) 
PACKAGING 

171—Four Practical Approaches to 


Packaged Food Merchandising, by Frank 
L. McKibbin, Jr. (Price 10c) 


162—What Women Like and Dislike 
About Packages Today. (A survey of 
housewives in ten cities.) (Price 25c) 


REFERENCE TOOLS 


177—A Current List of Selected In- 
formation Sources. (Compiled under the 
direction of Peter B. B. Andrews.) 
(Price 25c) 


144—A Current Reading List for Sales 
Executives and Salesmen. (Price 25c) 
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INDEX TO ADVERTISERS 


Mee TONING: 6. cr see ce deer inne 108 
re rae 131 
Advertising Checking Bureau ..... 23 
Aero Mayflower Transit ......... 120 
Agricultural Leaders’ Digest ...... 147 
Ahrens Publishing Co. ............ 123 
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Akron Beacon Journal ........... 89 
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American Broadcasting Co. Pacific 
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Batten, Barton, Durstine & Osborn, 
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Better Homes & Gardens .... Facing 109 


B. Franklin Bills & Associates .... 117 
Bloomington Pantagraph .......... 138 
Booth-Michigan Newspapers ...... 32 
Buffalo Courier Express .......... 117 
Bureau of Advertising ............ 12 


Burelle’s Press Clipping Bureau ... 146 
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Chartmmabers, BE. onc cvcccccvcsccs 138 


Chicago Herald American ....... 26-27 
eS 76 
Chicago Tribune «........060% 4th Cover 
Cleveland Plain Dealer .......... 91 


Cleveland Press ..........cscese0- 141 


Dallas Morning News ........... 133 
en Publssmame Co. ... «06.0 ccc ove 84-85 
a RN NE dein sp ccuonceaevens 145 
Wee Prewetet Mews oj. oc ccc n cee 61 
Potent Bree Press «2s... 6c0ss0cce 1 
awe Detrost News ......<.66205.- 12 
DO OR, ng ais ha vend eanrs 92 
So A a” 30, 101 
Fairchild Publications ............ 22 
Fort Wayne News-Sentinel ....... 90 
Csary Feet- 1 PIONS .. 6 ines vs cccce 58 
Gould, Brown & Sumney ......... 60 
Greensboro News-Record ......... 98 
oe EE ETS rn ae 99 
Rg a en eee 55 
Haire Merchandising Publications . 53 
TORTURE: FANG iain Sok va fio mieeis 135 
Hearst Advertising Service ..... 112-113 
EE eed aess heen cas ba 5 24-25 
Home Owners Catalog ........... 30 
The Schuyler Hopper Co. ......... 49 
DE, co anavcwanecsaewawes 138 
Hotel New Yorker ............... 28 
Household Magazine ............. 21 
REE e SrE ee 121 
Indianapolis News & Star ........ 9 
I. J. K. Copy-Art Photographers .. 146 
The Weekly Kansas City Star .... 97 
Kimberly-Clark Corp. ............ 127 
Ladies’ Home Journal ............ 34 
Don Lee Mutual Broadcasting Co. 62-63 

Sales—Adv. exec.—29 yrs. old. Field 

Pproven—successful record from dealer 

level to mfg. administration. Desire 


Position that offers a challenge to abil- 
ity. Send for complete resume. Address 
Saies Management Box 2591, Sales Man- 
agement, 386 4th Ave., New York, N. Y. 
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Long Beach Press-Telegram ...... 136 
Los Angeles Herald-Express ...... 129 
eS... Ri ree 86 
McClatchy Newspapers ...... 2nd Cover 
McGraw-Hill Publishing Co. ..... 71 
Mademoiselle’s Living ............ 5 
Memphis Press Scimitar .......... 66 
eer rere 137 
_..__ eee ee 146 
Midwest Farm Papers ........... 18-19 
The Milwaukee Journal .......... 3 
Movie Mite Corporation .......... 124 
ee, a 102-103 
National Broadcasting Company 

CR eee ree 68-69 
New Orleans Times-Picayune ..... 107 
POS I Ga ciwaiiten ais yo atete iece aun 50 
Oil, Paint & Drug Reporter ....... 90 
Oxford Paper Company .......... 33 
Parade DEGGABINE .6.65.660cc0ienes 16-17 
Peoria Newspapers ....ssevecsces 106 
Piomeer Rubber Co. ..0 60 6cccceees 82 
Pittsburgh Post-Gazette .......... 105 
Puck—The Comic Weekly ........ 13 
Radiant Manufacturing Co. ...... 20 
a ea BS Or ere 131 
River Raisin Paper Company ..... 74-75 
Gots Tees CRO vos ke ei icecieeens 130 
Sioux City Journal & Journal 

IE a siciupsmeuiersidinie oe ace eae bts 4 
Seuth Bend Tribune .....< 0000s. 118 
Southern Automotive Journal ..... 143 


Standard Outdoor Advertis- 
ing, Inc. 


State Teacher’s Magazine ........ 82 
I NING oi inte ann o.oo re ereecere 110 
Successful Farming .......sscc0ces 79 
Sweets Catalog Service ........... 101 
ci vil | eer 76 
WOGMOE PEGG CO. civic icc as cinces 138 
Troy Record Newspapers ........ 73 
True Story Magazine ..........<0. 51 
Cented Fim Service 606 iscccss sc. 111 
United States News & World Re- 

I cco. a. 5b nioretcnle ara m6 aK eu ace 31 
Warn Street Journal ......000.. 60, 100 
bed  £ err ee 94-95 
WEE (ORO PIINE) ay ccccccswrsacs 56-57 
WCAO (Baltifiore) .... 2.660000: 115 
WHO (Des Moines) ............. 14 
ad UN | ee 119 
Worcester Telegram-Gazette ..... 80 
WSJS (Winston-Salem) .......... 125 
pC ee eee ee eee 11 
Youngstown Vindicator ........... 100 
Zippo Manufacturing Co. ......... 88 


Media Research 
Promotion-Space Selling 


This publisher's representative, covering 1! western 
States, is recognized for successfully applying to 
publishers’ selling problems a specialized research 
and promotion adapted to western market condi- 
tions. Well and favorably known in best western 
advertising circles. Member American Marketing 
Association and western advertising organizations. 
Correspondence invited with publishers needing 
highest grade ANALYTICAL and CONSTRUC- 
TIVE representation, and particularly with those 
that might benefit from fresh angles on their 
Selling stories. Box 2596, Sales Management, 386 
4th Ave., N.Y.C. 


Adie Valuable Director 


nw iA Names and addresses 15, 173 
cou County agents, Home Demon- 
Accents \ stration agts., USDA, State 
ory | Extension Personnel, many 
pirnect \ other ag. leaders. Up-to-date. 
200 pages. No other like it! $5.00 
postpaid. Check or money order, 
aw Coun Agents Directory 
139 N. CLARK ST., DEPT. Ss 
CHICAGO 2, ILLINOIS 


WEST COAST 
SALES MANAGER 


AVAILABLE IN 30 DAYS 
16 YEARS MERCHANDISING EX- 
PERIENCE — CREATING SALES AT 


MAXIMUM PROFIT LEVEL 
FOR 


APPLIANCES — FABRICATED STEEL 
TEMPERATURE, PRESSURE 
AND FLOW 


CONTROL EQUIPMENT 


Familiar with all phases of marketing 
—selling to industries—through dis- 
tributors, dealers—and to consumers. 
University degree—age 40—vigorous 
health—married—4 children. 

Presently in charge of National Sales 
Program directed from Los Angeles. 


Write Box 2593 Sales Management 
386 4th Ave. New York City 


Pease ee ese eee eee eee eee 


WANTED 
SALES EXECUTIVE OPPORTUNITY 


The Sales-Advertising Manager for a metal 
products manufacturer ($350,000 annual) with 
national distribution is looking for an oppor- 
tunity to become associated with a company 
offering greater potential. This position need 
not be top sales manager but will provide op- 
portunities for advancement commensurate 
with ability and accomplishment. 

This man is 35, married and a college grad- 
uate majoring in Business Administration. He 
is by nature dependable, ambitious and ag- 
gress.ve; is a good strategist and welcomes 
problems requiring initiative, good judgment 
and sound decisions. Fifteen years super- 
visory experience have made him an excellent 
administrator. Box 2594 Sales Management, 
386 4th Ave., New York City. 


DO YOU NEED A DOWN TO 
EARTH SALES PROMOTIONAL 
MAN WHO CAN 


® Train salesmen 

@ Develop salesmen's tools 

@ Develop Jobber's salesman's tools 

@ Hold meetings that enthuse 

@ Whe has good knowledge of adver- 
tising and promotional material 

Personal qualifications; now employed 


and has been with major corporations for 
10 years, 40 years of age, 20 years of 
specialty sales experience in consumer 
package merchandise thru retail and 
wholesale grocery, drug, variety store, 
department store and hardware store 
channels. Box 2595, Sales Management, 
386 4th Ave., N.Y.C. 


WANTED 
$6,000 to $12,000 
SALESMEN 


Airplane manufacturer needs now 
experienced salesmen to work with 
distributors, appoint dealers, assist 
in closing sales. Must have a proven 
sales record. Will pay $6,000 to 
$12,000 annually, depending on the 
man. List references and forward 
complete data to Box 2589, Sales 
Management, 385 4th Ave., New 
York City. 
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COMMENT 


DEPRESSION CHATTER 


One of the most astute observers of the advertising 
scene is Charles M. Sievert, who reports on advertising- 
sales news for the New York World Telegram. His 
comments on how depression chatter is started and dam- 
agingly spread makes so much sense that we'd like to 
pass it along to you. 


‘“Thoughts and Trends: There were four of us lunch- 
ing in the little bistro off Madison Ave. Not at all 
unusual were the conversation thrusts pointed at “How’s 
things?” Among the four of us there was nothing nega- 
tive to report personally. ... Two were agency guys, the 
third was an adman with a major food outfit. “They were 
doing as well as last year, if not better, and so apparently 
were their pay-dolers. . . . But what stopped us short 
was the criss-cross of conversation that always led to 
some remote party. Such as, “Jack told me that a friend 
of his with a leather company is a bit worried. The 
company may close the New York office.” Also such as 
“George, over at whatsit Agency, says two big accounts 
are holding back their campaigns. 


“Ot course, if you're excitable this sort of chatter can 
easily plant enough dark clouds to blot out your vision. 
It breeds fear; it’s contagious. Next thing you know, 
you're beginning to look for things to worry about... . 
Suppose a company is closing its New York office; maybe 
it never should have had one here in the first place. 
Suppose two accounts are holding back their campaigns ; 
the hesitancy may be due to any number of reasons— 
change in product, in packaging, in timeliness, etc. . 
Suppose a few agencies do lose some accounts and lop 
the pay roll. Does it mean the agency business is crash- 
ing? Good or bad times, these things have been happening 
since the first ad shingle was nailed up. .. . In brief, 
this type of chatter can have injurious impact if it hits 
the wrong ears. If we must have jitters, let’s have good 
reasons for them first.” 


HOW CHURCHILL "BUYS" 


Winston Churchill would make a good trainer of 
salesmen who sell technical products to top management. 
You'll find proof in the installment of his memoirs 
(LIFE, Feb. 28) on how the intricacies of radar were 
“sold” to him in terms that he, a busy man facing per- 
plexing decisions, could understand. Mr. Churchill 
grimly points out that England might have been defeated 
and destroyed if radar had not been “bought” at that 
time. 


No one would underestimate Mr. Churchill’s capacity 
to learn an immense amount about any subject. But Mr. 
Churchill candidly admits that any one in his position 
would have been ruined if he had taken the time to 
master the subject of radar. Nevertheless, he was fully 
prepared to make the executive decisions to “buy” not 
only radar, but many other things as complex, once he 
was able to grasp the end results of the technical data. 


Mr. Churchill’s invaluable “salesman” was Professor 
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Frederick Lindemann, a noted scientist with the excep- 
tional facility of reducing the ideas of fellow radar 
scientists to words and examples which the non-technical 
“buyer” (Mr. Churchill) could understand. Mr, 
Churchill’s decision to buy was based on the profitable 
possibilities in the idea. Proof of performance rested 
solely on the integrity of the “salesman,” Professor 
Lindemann. 


Isn’t this method the shortest way to the sale of any 
product or idea? The salesman may be fully prepared— 
and even enthusiastic—about going through mounds of 
technical data, but is that the way the prospect really 
wants to buy? 


There are many ways to demonstrate the profitable 
possibilities of a highly technical product to non-technical 
buyers. There are three dimensional models and Mil- 
print sheets, which placed on top of each other one by 
one explain the position of intricate parts, for two ex- 
amples. Salesmen for one of the leading steel companies 
had been selling a new kind of steel by dwelling on its 
technical aspects. Sales limped. But then they switched 
to telling their story in terms of profits, using a simple 
desk-size presentation, and cut the technical details to 
two pages. Sales went up. They were talking with their 
customers in the language of the buyer, not the technical 
jargon of the seller. 


So we urge you to read or to re-read Mr. Churchill's 
exposition of how he bought the No. 2 weapon of World 
War II. It’s a masterly lesson in the art of salesmanship. 


“EVERYBODY KNOWS" 


It’s that common expression, “why, everybody knows 
how to use it,” that we're talking about. Let’s cite this 
real life example and perhaps you won’t be so sure. 


The prospect stops at a stationery store to buy some 
blank master copy sheets for a ditto reproduction ma 
chine. The prospect knows thé sheets will fill his need. 
but he doesn’t know how to use them. It’s his first pur- 
chase. But what happens when the prospect asks the 
salesperson and he doesn’t know? The product is semi- 
technical so both the salesperson and the prospect auto- 
matically look to the package for use instructions. ‘There 
are none. Right then and there the sale stalls. 


In this case, thoroughly annoying to the prospect, and 
profit-wasting to the retailer, the manufacturer has slipped 
up at the most vital point in the entire preparation fo: 
the sale. How many times are sales lost because the man- 
ufacturer assumes “everybody knows how to use it?” 


Each day thousands of customers make their first pur 
chases of somebody's products. There’s a first time fo 
each one of them to learn “how to use it,” or reasons fo 
buying it. 


Before the manutacturer blames the salesperson, isn’ 
it in order for him to review carefully each part of the 
sales chain to see if he has some weak or missing links’ 
The survey would probably produce some surprises. 


SALES MANAGEMEN' 
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Here's a fish story that's true ! 


ANOTHER AMERICAN AIRFREIGHT SHORT STORY 


This is a true story about a “Big one”’ that didn’t get 


away ...and the “lucky fisherman” in a Boston con- 
cern that discovered a profitable new way to catch 
customers. 

Formerly selling fish only in Boston and vicinity, 
this company decided to reach out for large inland 
markets. Baiting its ‘‘sales hook’’ with freshness, it 
sent a trial shipment of air-fresh fillets to food stores 
in Cleveland. 

The plan was an immediate success and was ex- 
tended to cover the major markets of the Middle West. 


My 


¥ 


ref 


In every city, enthusiastic housewives returned to the 
stores, demanding ‘“‘the fish that didn’t smell”. . . the 
fish that were air fresh...really ocean fresh! 

This simple but true story is only one example of 
how AMERICAN AIRLINES AIRFREIGHT is changing 
the pattern of America’s distribution methods. As a 
supplier or consumer, you cannot afford to overlook 
the possibilities in this new and better form of trans- 
portation. 

For free literature write today to American Airlines, 
Inc., Cargo Division, 100 East 42nd Street, New York 
17, N. Y. 


aWa AMERICAN AIRLINES SHitfreight 


met 


To influence women, there’s nothing like the 
Chicago Tribune—in which department stores 
invest more of their promotion budgets 


than in all other Chicago papers combined! 
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